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ost Small-Town Dealers 
re Making a Good Profit 


Their confidence is backed up by favorable oper- 
ating statements. 


They demonstrate their ability to solve any compet- 
itive problem with these tools: quality materials, 
control of the sale through home planning, financing 
and other consumer services. Increasingly, they show 
a flair for merchandising. 


Highlights of our survey of small yards: 
® More pool purchasing by country dealers is coming 


©@ Major problems: shortage of creative salesmen and 
mortgage funds 


® By-passing by jobbers is rough for small yards 
within city range 


Shipped-in prefabs are not a problem—yet 
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400 SERIES SLIDING DOOR HARDWARE 
The features of high-priced hardware 


INSTALLS IN MINUTES 


\) [; 
Ater rag 
HARDWARE OILED-FOR-LIFE BEARINGS 


SMOOTH AND QUIET 
NO SQUEAKS 


STURDY STEEL AND 
NYLON DOOR GUIDES 


FOR LITERATURE AND PRICES WRITE TO: 


Jol Sterling Corporation 
RICHMOND, ILLINOIS FOR ALL BY-PASSING DOORS 


See our catalog in Sweets Architectural & Light Construction files y," TO I] y," THI CK 


Dis 
} ~ 73 500 SERIES INTERCHANGEABLE SLIDING DOOR HARDWARE 
uf nk wp Same set fits two door thicknesses 
- a z 
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makes the big difference 


You’ll improve sales and keep customers longer by 

recommending R:O-W Removable wood windows. Original 

cost is just a little more than the lowest priced units. The 

eventual cost is less, even with the extra features of quality 
millwork, removability, and LIF-T-LOX balanced finger- 

pressure operation. 

With sash removed, installation and painting time can 

be cut in half. Call-backs are almost eliminated. 

These brand-name windows are styled better and they 

work better — for a lifetime. / 
Selling R-O-W Removable Wood windows is good 

business because it benefits your customers. LiF Lox 


WINDOW BALANCE 
R-O-W and LIF-T-LOX are the registered trade-marks of the R-O-W Sales Company 





R-O-W SALES COMPANY + 1306-3 ACADEMY AVENUE «+ FERNDALE 20, MICHIGAN 
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How to make big profits on the “extra room” boom... 
a unique idea made possible by a unique product... 


Sell the DeVAC GlassWalls Convertible Family Room! 


Convert porches, breezeways, patios .. . build from the ground-up. 
Either way, DeVAC GlassWalls give you the ideal answer to the 
tremendous demand for extra rooms. Remodeling and new con- 
struction clients both will be delighted with this exciting idea in 
living . . . added space that’s cozy as any living room one minute 

. wide open and breezy as a summer porch the next—and at 
lower cost than a conventional room. 

Only DeVAC GlassWalls have three sliding glass panels for zone- 
controlled ventilation. This, and other unique features, give you 
exclusive selling points. Full-length Fiberglas screens are included 
as part of the GlassWalls unit. Extruded from high-grade, heavy 
duty aluminum, anodized to resist rust and corrosion, precision 
engineered for trouble-free operation, DeVAC GlassWalls give 
lasting satisfaction. 


Only DeVAC Glass Walls have three sliding 
panels for zoned control of ventilation 


Panels all at center— 
creates ‘‘thermo-air" 
circulation. 


All panels at bottom— 
draft is off your feet. 


All panels at top— 
ventilation below 
head level. 
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THEY OPEN UP! 

With DeVAC GlassWalls 
youcanencloseyourporch 
or breezeway without sac- 
rificing summer-porch 
pleasure. Only DeVAC 
gives you three sliding 
panels for directional con- 
trol of ventilation. See dia- 
gram at bottom of page. 


DeVAC, inc. 





5900 WAYZATA BOULEVARD, MINNEAPOLIS, MINN. 


po-—------ 


MAIL FOR FREE LITERATURE 
DeVAC, inc. Dept. AL-3 
5900 Wayzata Boulevard, Minneapolis, Minnesota 
Write for complete details on DeVAC GlassWalls 
and the complete line of quality DeVAC windows, 
doors and special products. Please Check: 
C) Architect Contractor 
(_) Dealer RIE cakes 


CLASSIFICATION 


NAME. 
ADDRESS 
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In the News... 


CENTER OF ATTENTION at recent North- 
eastern Lumbermen’s convention in New 
York City is dealer J. W. McCracken, 
facing camera, creator of the McCracken 
modular lumber system for package or 
unitized shipments. Typical reaction to 
McCracken's presentation came from 
dealer Joseph E. Hollingworth of Pratt 
& Forrest in Lowell, Mass., who said: 
"This is the most practical of all package 
systems because it is based on mathe- 
matics rather than an arbitrary size to 
fit loading equipment." 


ALL THIS TO CLEAN NAILS—Two gigan- 
tic machines automatically dewhisker, 
bathe in detergents and then wash away 
chemicals from nails at the new factory 
of Continental Steel Co., Kokomo, Ind. 
Nails are then weighed and packaged 
automatically. There are more than 135 
nail machines in the new plant, plus a 
35,000 sq. ft. nail warehouse. 


DRAMA IN WOOD—New civic center 
in Sanford, Fla., has laminated arches 
to floor and horizontal cantilever beams 
over the banquet area at right, above. 
A roof deck of wood covers the entire 
building, which is unusal combination 
of wood and glass in harmony with 
concrete block and reinforced concrete. 
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... But how much will 
it cost per month?” 


Can you translate a $600 paint job into monthly payments? 
That’s the way most people buy. Do you have to make a 
second visit? ... Phone a bank? . . . or do you turn to Pol- 
mer-ik Painting Pointers and cinch the sale? 

That’s what more than 75,000 paint contractors and 
dealers do today. They refer to Pol-mer-ik Painting Pointers. 
This 68-page vest pocket book answers 10,000 questions 
about estimating paint jobs, mixing colors, etc. 

The answer to the $600 question is simple if you turn to 
page 21 of Pol-mer-ik Painting Pointers. It’s $12.47 per 
month for five years, $14.98 for four years and $19.17 for 
three years. 

If you use or sell Pol-mer-ik Linseed Oil, you can have 
this valuable reference book free . . . with our compliments. 
Just check the coupon below. 


Ma We > 
(Pobmerig ~~ 
og, »~ 
\ 


Archer 
Pobmer-ik 
LINSEED OIL 


used by more 
Painting 
Contractors 


than any other 
Linseed Oil 


Please send me —_ copies of 
Pol-mer-ik PAINTING POINTERS 
% without charge. 
idland Check one 
C) | am oa painting contractor who uses 
738 Investors Building Pol-mer-ik Linseed Oil. 
Minneapolis 2, Minnesoto C] Lam a paint dealer who sells Fil mar rf Limbs ® OF 


aniels- 


res 
Pol-mer-ik Linseed Oil, 

g PROPESHOMA Paint engl 
HOrCE 


Name 
Address 


City 
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PERSONAL VIEWPOINT 





Happy Crew .. Happy Ship 


Almost any Sunday afternoon—sometimes for just a few min- 
utes, sometimes for an hour or so Ed likes to visit his yard. 
It’s quiet then and he can think over the past week—the successes, 
the mistakes, that go with a business. 

But more often he considers his employes and Ed puts it this 
way: 

“You know I look at our showroom, our modern office or the 
new lift truck we just bought. These are all fine, but on a Sunday 
I really realize just how important that crew I have is to our 
company. Without them we're nothing.” 

Ed has both a happy crew and a happy ship. This is no ac- 
cident; it’s the result of experience, patience and a sincere effort to 
know employes better. There’s a lot to his philosophy of running 
a lumberyard, but here are a few important points. 


A sharp objective. These are changing times for operating a 
business. If management is drifting without a plan for the future 
the employe quickly senses it, soon adopts a “what’s-the-use” at- 
titude. We’ve been in yards going through this painful phase and 
frankly it’s an open invitation for your men to look around for 
another job. A reasonable time to study markets and slants for 
more profit is one thing—a lost week-end over the years is quite 
something else again. 

Ed’s decision was for more store business and his own re- 
modeling crews. He laid the cards on the table for the employes 
and they’ve moved ahead ever since. 


Ambition. Let’s frankly admit that really worthwhile men want 
to make money and make progress. If this is balanced by hard work 
and ability, you can’t afford not to hire anything but the best. As 
Dick Speltz, Speltz Lumber Co., Kearney, Nebr., said recently at 
the Illinois dealers convention, “top employes never cost me a dime. 
They pay their way.” 

Flat salaries without any plan for incentitive compensation are 
rarely found now in yards moving forward. Our friend Ed has a 
liberal salary schedule, plus compensation for extra effort that in- 
creases his sales and profits every year we’ve known him. 


Employe support. As a dealer gets into new areas that are 
more profitable but untried, it often becomes a real test of man- 
agement ability. There are times when it becomes all too easy to 
run out on the employe getting his feet wet with something new 
There’s the element of patience, too. All too often a new man is 
cut loose before he is properly trained. 

If you read this magazine you know we believe in formal 
training—at 30-day courses, at universities having four-year courses 
and at short courses. But this will never replace on-the-job training 
if management spends enough time with each new man. There are 
many indications that this is not now done conscientiously in many 
yards. Being old-fashioned, we like the story told at the last 
NRLDA convention about the owner who spent four or five 
hours, several nights a week, going over jobs handled with his 
new man. This is unusual, but so was the progress this man made 
and his grim loyalty to his employer. 


Standing in the community. You may have been in your city 75 
years, but that’s all in the past. It’s a plus, sure, but most employes 
like to work at a place gaining a growing reputation for being 
progressive and alert. 

Look back over the past year. Can you review a step or steps 
that raised your yard a notch or two in the public’s eyes? 

It could be a series of well-planned lectures on paint color or 
house design, renovation of your showroom, a kitchen clinic at the 
yard that created crowds, an outstanding modernization of a fami- 
liar landmark, which had the town talking. 

The employe who says, “Yes, I work at———Lumber Co. with 
pride could be your best advertisement—at no cost to you. 

Let’s try for a happy ship—a happy crew. It doesn’t come easy, 
but we must have it to get on with the big job ahead. 
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NO RENT, NO SERVICE 
CHARGE ON MACHINE 


We service your 
machine free . . . 
once a month or 


whenever needed. There’s no need for cumbersome inventory... 


no need to be banker and warehouse for paint 
waiting to be sold. Now, with the Color Carousel, 
you can offer your customers every conceivable 
color in ten finishes, with no shelf inventory. At 
the push of a button the Color Carousel (occupy- 
ing less than 6 sq. feet of space) automatically 
and in less than 30 seconds, can produce and 
match paint to any color sample your customers 
desire. 


Completely Automatic 


Once you start the Color Carousel by pressing 
the button, your mixing job is through. Return 
to selling your customer or writing up the order. 
The Color Carousel automatically shuts itself 
off when the proper color is mixed and the con- 
tainer is filled. Lumber and building supply 
dealers everywhere find that the Color Carousel 
not only gives their salesmen more actual selling 
time, but creates store traffic as well. 


Territories Still Open 


Write today for further details on how you can 
become a franchised Color Carousel dealer. 





CONSOLE MODEL — STANDARD-TOCH CHEMICALS, Inc. 


2600 Richmond Terrace 2600 Federal Street 
Staten Island 3, N. Y. Chicago 16, Ill. 


5,386 COLORS a YOUN UNG) ip MAKE YOUR CUSTOMERS’ COLOR MATCHING EASY 
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American Lumberman, March 2, 1959 


AFTER A FAST START THE HOUSING bill is being finally shaped into final 
form by conferences of senators and representatives to reconcile 


difference of opinion. 


The ultra-liberal House bill, supported by the National Association 


of Home Builders and the AFL-CIO, seemed to have strong support as 
we went to press. Key point in the bill is $500 million a year for 
three years for slum clearance, still lower FHA down payments and a 
vastly expanded Fannie Mae for direct loans. 


Pulling out all the stops the AFL-CIO expressed dismay at the 
administration's stand on slum clearance—says it "condemns 17 
million Americans to continue to live in slums." 








BIG-TIME REMODELING PROMOTIONS are taking shape for announcement this spring. 
Both Life magazine and Living for Young Homemakers have been 
quietly working with leading lumber dealers for months now. Signifi- 
cantly, dealers in this market were selected because it became clear 
that they were uniquely qualified to wrap up both material and labor 


on remodeling. 


The remodeled house is the core of the promotion. In all cases older 


homes were purchased by the lumber dealer and then completely 
renovated. Open houses are planned with all the showmanship normally 


reserved for new construction. 











As America grows older you can anticipate increased promotional effort 
along these lines on remodeling. A recent Bureau of the Census survey 
indicated that they considered 13 million dwelling units dilapidated or 
lacking essential facilities. Another 18 are on the line... dingy, 
unpleasant to live in. 








NEW IMPROVEMENTS COMING ON LU-RE-CO include a nail-glued header on door and 
window panels, a 2x4" continuous plate laid flat, which can be 
substituted for the original 2x6" continuous header. 


The improved design was announced last month at the annual short 
course in residential construction held by the University of 
Illinois Small Homes Council. Complete details on the improved 
Lu=-Re=-Co system will be issued about April lst by the Small Homes 
Council. 





NEW WICKES CASH AND CARRY yard near Appleton, Wis., is under construction 
and a May opening is planned. This will be the second Wickes yard 
for Wisconsin; the first one opened last year near Elkhorn. Still 
more Wickes yards are said to be planned for 1959. 


Leaders in the cash and carry movement seem well satisfied with 
both volume and profits. The more alert chains, however, do not 
plan to stand still. More effective advertising broadsides are 
planned, prize contests are being talked about and financing 
programs for customers are being refined. Some c & c's are in 
the talking stage on house components and shell home packages. 














LAMINATED BEAMS IN SEVEN MINUTES are possible according to the Armour Research 
Foundation, using a new process developed at Washington State College. 
Manpower is said to be cut from 6 to 13 workers to only three. The 
process replaces conventional adhesives and manual clamps with 
straight phenolic resin and a preheat laminating press, which 
accommodates boards up to 2"x6"x8". 
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KAISER ALUMINUM BACKS YOU UP WITH THE SELLING POWER OF “MAVERICK” 


a 


So great is the opportunity for aluminum home improvement products that 
70% of Kaiser Aluminum’s TV budget this year is being spent to promote 
them —over one of the most popular western T'V sagas that ever captured the 
imagination of America: Maverick! 

Starting in early spring and continuing throughout your best selling sea- 
sons—dramatic home improvement commercials on Maverick 
will pre-sell the unique advantages of aluminum building prod- 
ucts for the home to an audience of 36 million TV viewers. Here’s 
history-making sales support for the products that bring you the 
biggest sales: aluminum siding...aluminum awnings...alumi- 
num combination storm windows and doors...aluminum win- 
dows and sliding glass doors...aluminum foil-wrapped insulation 
...aluminum bathroom modernization products...and many more! 


James Garner & Jack Kelly are Warner Bros. stars 











FREE BOOKLET 


TELLS YOU HOW TO CASH IN ON AMERICA’S 


FASTEST GROWING HOME IMPROVEMENT MATERIAL: 


ALUMINUM! 


Did you know that Mr. and Mrs. America shelled 
out a walloping 17 billion dollars for home im- 
provement projects last year? 


Did you know that a good 76% of the homes in 
an average community need remodeling this very 
minute? 


Did you know that, of all building materials, 
nothing has matched the spectacular rise of alumi- 
num (with a predicted poundage that will have 
more than doubled between 1955 and 1965)? 


It’s true! If you’re not following the trend to 
aluminum home improvement products, you’re 
losing money. And now this free booklet tells you 
how to get in on the fabulous future of this rich 
new market. 
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Written expressly for the building supply dealer, 
More Money On The House explains the booming 
home improvement market, the skyrocketing po- 
tential for aluminum, what products to carry, what 
sales to expect. It gives valuable information on 
how to get in on the aluminum home improvement 
market, how to merchandise, how to sell. And it’s 
yours to keep, at no cost. 


See “MAVERICK” ¢ Sunday Evenings, ABC-TV Network * Consult your local TV listing 


KAISER 
ALUMINUM 


THE BRIGHT STAR OF METALS 





ADVERTISEMENT 


Now is the time to sell 


THE QUALITY MARKET 


Seven years ago it made no sense even to talk of a volume market 


for quality products in houses 


Seven years ago, when House & HoME, homebuilding’s only industry magazine, was started, 
there was a shelter shortage that still assured a ready market of first-time buyers for all the 
low-cost little houses the industry could build. 


And seven years ago the government was still stacking the cards against quality—stacking 
them so high that most smart builders were buying low-quality products to squeeze the price 
down under FHA’s $8,000 break-point, even if that meant stripping away every sales appeal 
except price. 


But that was more than eight million new houses ago, and eight million houses and a new 
FHA commissioner like Norman Mason (now HHFA Administrator) can make a tremendous 
difference in the quality of products that can be used in a house. 


Today the whole market is changed and the whole FHA policy is changed—but not enough 
dealers and not enough of their builder and contractor customers realize how great the 
market change has been. So too many dealers are still equipped to sell only low-quality 
products in any volume, too many builders still have their eyes glued on yesterday’s low- 
quality house market, and too many lenders would rather finance the kind of house that 
sold well yesterday instead of the kind of house that will sell well tomorrow. 


Today, quality is the key to a great new volume market, so quality is the one most impor- 
tant thing to tell your builders and contractors about—the one most important new thing 
to get them to build into every one of their new houses. 


For today the shelter shortage is gone and in almost every market there are plenty of 
good used houses to meet the need of first-time buyers who can’t afford good new homes— 
and used houses the country over are outselling new houses three to one, because, in general, 
used houses are priced a lot lower than today’s builder can build cheap new houses to 
compete with them. 


Today two new houses out of three are bought by second-time buyers—families trading 
up from the cheap houses they bought when they could afford nothing better, families whose 
trading-up is vacating at least 600,000 lower-priced houses a year for first-time buyers to 
buy and live in until they, in turn, can trade up into a better home. 


And today the federal government has stopped putting the heat on the industry to build 
more and more houses too cheap to be good. Today FHA has knocked down all but two of 
the government roadblocks that made quality houses so hard to build and sell as late as 
1954. And FHA hopes to get these two remaining roadblocks cleared away early this year. 
So let’s take a look at the record. First... 


Let’s look at the change in FHA 


price level in half. FHA requires no more income to buy a $15,000 


Today FHA requires only $120 more cash to buy a $12,000 house 
house today than FHA required to buy a $12,000 house in 1957. 


than to buy an $8,000 house. In fact, it takes only $405 cash to 


buy a $13,500 house! As late as 1952 it took six times as much 
cash to buy a $12,000 house as to buy an $8,000 house. In 1954 
it still took $2,400 cash to buy a $12,000 house. 


Today FHA has cut the income requirement above the $9,000 


Today all FHA offices have been directed to require no addi- 
tional income at all to cover the operating cost of cooling. As 
late as 1957 it required $2,000 more income to buy a house with 
air conditioning than to buy the same house without 
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Today all FHA offices have been directed to discount the extra 
cost of better materials in figuring credit requirements; i.e., it 
requires no more income to buy a better house. As late as 1957 
FHA required $500 to $1,000 more income to cover the $500 to 
$1,000 added cost of better materials. 


Today FHa’s new credit requirements completely disregard the 
cost of appliances, etc., bought under the package mortgage. If a 
family has enough income to buy the house without added equip- 
ment, FHA will let them buy the house with it. As late as 1957 FHA 


required roughly $500 more income for each $500 added to the 
price of the house to pay for appliances and other equipment. 


Today the FHA mortgage pattern is the same for all good houses, 
old or new. As late as 1954, FHA still required twice as much 
cash to buy a used house for $4,000 as it required to buy a new 
house for $8,000. This made it impossible for first-time buyers 
to buy a used house and made it hard for second-time buyers to 
get their equity out of their old house for the down payment on 
a new better house. 


Here are two more changes still in the works 


HHFA and FHA are trying to streamline the trade-in financing plan 
set up in the 1954 housing act, which would let builders borrow 
82.45% of the appraised value of the trade-in house and let the 
ultimate buyer borrow 97% on the same mortgage. 


FHA has just named a top-level advisory committee (representa- 


tives of all branches of the industry as well as consumers) to rec- 
ommend how FHA valuation methods can be improved to encour- 
age quality construction with quality products. This action from 
FHA came as a result of a House & HOME Round Table in 1954 
that protested FHA’s appraisal procedure was loaded against qual- 
ity at every step. 


When FHA completes these two final changes, dealers should have clear sailing in selling a 
greater volume of quality materials to their builder and contractor customers. Then the 
industry’s only problem will be learning how to sell quality as smartly and successfully as it 
has up-to-now been selling terms. 


And now just look at the market 


Today there are only eight million family-sized homes priced for the purse of the 23 million- 
plus non-farm families which FHA would qualify to pay more than $12,500 for a better home, 
and there are less than 3 million-plus family-sized homes priced for the purse of the 11 
million-plus non-farm families which FHA would qualify to pay more than $17,500 for a still 
better home. 


Today there are roughly 31 million family-sized homes priced low enough for the purse 
of the less-than-15 million non-farm families which FHA will not qualify. to pay as much 
as $12,500. 

So there is a surplus of nearly 16 million cheap houses that people can now afford to 


move out of, and there is a shortage of nearly 15 million better homes that people can now 
afford to buy—if the industry only knew how to sell them. 


So here is a shortage of quality homes even bigger than the shelter shortage right after 
the war—a market for quality homes built with quality products. 


So this May Houss « Homz is devoting 
an entire issue to how to sell Quality 


This issue will clearly define the meaning of quality—product by product. It will bring into 
focus for the first time the many sales advantages of using quality products and materials 
in today’s house. 

And for dealers, this issue will be an important merchandising aid in helping them to sell 
more quality products. It will help them to show their builder and contractor customers 
through pictures, words, facts and figures exactly how, why and where to use quality products 
to make their houses more saleable. 


This issue will help dealers show their builder and contractor customers how to dramatize 
and sell a quality house built with quality products to home buyers. 


If you are not already one of the 120,000 professionals reading House & HOME each 
month, or if you, as so many other dealers are doing, would like to give House & HOME to 
your builders and contractors starting with the May Issue—write for information about our 
low subscription rates to Dept. AM, House & Home, 9 Rockefeller Plaza, New York 20, 
New York. 
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N vith BIG EXTRA 


features that make 
your sales... 


EASIER, FASTER, MORE PROFITABLE 


NE nichols 


| yp aes — ALUMINUM 


“LAP-DRAIN’’—THE ULTIMATE IN PERMANENT MAINTENANCE-FREE 
LEAKPROOF ROOFING 


Compare these features for yourself! 


~_—. 


— 


——~ 


FS 











FINEST FARM. ROOFING! 


RIGID SIPHON BREAKER 
SAFETY EDGE 


for weather-tight side lap 
and increased strength 


ALIGNMENT GUIDE 
for side lap uniformity 


3] 


DRAIN GUTTER RED NAILING GUIDE 


protects against leakage for foolproof nailing at 


ROOFING SHEETS 


Place your order with your favorite jobber now! 


""LAP-DRAIN'' ALUMINUM ROOFING IS PRESOLD TO OVER 
40,000,000 FARM PROSPECTS 


WIRE & ALUMINUM CO. 


DAVENPORT, IOWA 
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Why Cash-and-Carry Succeeds Told 
By Small Town Service Dealer 


The publicity which cash-and-carry 
yards has received in the past few 
years has emphasized the many serv- 
ices that the service-type retail lumber 
dealer has to offer, says Duncan S. 
Briggs, secretary-treasurer of the 
Briggs Lumber Co., Oneonta, N.Y. 

Speaking at the Northeastern Retail 
Lumbermens convention, Briggs urged 
dealers to remember that it costs 
money to be a service organization. 

“Your customers know it and are 
willing to pay for it. One of the biggest 
causes of our industry’s profit decline 
is the failure of the individual dealer 
to adjust his services when unprofita- 
ble prices are brought about by un- 
realistic competitive bidding,” he said. 

Briggs cited a contract used by a 
cash-and-carry yard. The contract 
stated: 

“It’s agreed that all purchases shall 
be strictly cash and carry and none of 
the following services shall be re- 
quested under any circumstances fot 
merchandise covered by this agree- 
ment: 

1. Delivery 

2. Credit 

3. Miscellaneous bookkeeping 
service (duplicate receipts etc) 

4. Privilege of returning merchan- 
dise 

5. “Holding” 
until job is ready 


material in stock 


Duncan S. Briggs 


6. Orders of non-stock merchan- 
dise 

7. Assurance of sufficient supply 
of material to complete job 

8. Listing material from blueprints 

9. Calculations of any kind, such 
as quantity requirements 

10. Privilege of picking up small 
orders (less than $200) 

11. Selection or sorting out material 
from any pile 

12. Help in loading order 

13. Cashing checks 

14. Assistance or advice on secur- 
ing financing 

15. Technical assistance in selection 
of suitable materials 

16. Planning or drafting services 

17. Policy adjustments of any kind, 
based on lack of customer knowledge 
or ability as builder 

18. Millwork or shop services of 
any kind 

19. Assistance in tying materials to 
truck or trailer 

20. Materials in short supply 

21. Wholesale carload or truckload 
shipments covered by special quota- 
tions 

22. Guarantee of price, 
completion of job 

23. Any other service unless ex- 
pressly listed.” 

“Analyze these listed services and 
try to estimate how much they cost 
your firm in dollars and cents each 
year,” Briggs suggested. 

“In my mind,” he continued, “small 
businesses have one disadvantage—the 
operator is the stockholder and boss. 
If we all had stockholders watching 
how we operate, we would be forced 
to return a profit.” In other words, 
each dealer would be forced to analyze 
all of the above services and to obtain 
a price for performing them. 


pending 


Walker Mason is 
Fanny Mae Veep 
Walker Mason has been named 
vice-president of the Federal National 
Mortgage Association by J. Stanley 
Baughman, president of FNMA. 
Mason, who had been deputy hous- 
ing administrator under Albert M. 
Cole, joined the housing agency in 
April, 1957 after extensive experience 
in insurance, banking, utility and 
textile fields. 


Walter Rosenberry 


Lumberman Rosenberry 
Named No. 2 Man in HHFA 

Walter Rosenberry, a veteran lum- 
berman, has been appointed deputy 
administrator of the Housing and 
Home Finance Agency by HHFA Ad- 
ministrator Norman P. Mason, also a 
former lumber dealer. 

Rosenberry, who becomes the No. 2 
man in the overall housing agency, 
was special assistant to Mason when 
the latter was FHA commissioner. 

After several years of experience in 
retail yards in North and South Dako- 
ta and Minnesota, Rosenberry became 
general manager of 30 line yards 
operated by the Rock Island Lumber 
Co. when he was only 25 years old. 

Rosenberry has been actively con- 
nected with the Weyerhaeuser yards 
and later managed his own lumber 
company operating out of Billings, 
Mont. and Spokane, Wash. 


Leo V. Bodine 


Bodine Becomes Director 
Of Diamond Gardner 

Leo V. Bodine, vice-president of 
Diamond Gardner Corp.’s lumber and 
retail yards, has been elected to the 
board of directors of the corporation. 

Bodine joined Diamond Gardner in 
1957. A year later he assumed respon- 
sibility for all retail yards and stores. 
He began his career with Clearwater 
Lumber Co., Lewiston, Ida. He later 
moved to Potlatch Forest, Inc. He was 
vice-president in charge of public 
relations with Weyerhaeuser Sales Co., 
St. Paul, before he joined the National 
Lumber Manufacturers Association as 
executive vice-president. 
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Wood-Kote Scores Hit in Illinois Yard 


In Joliet, Ill., customers of Hacker 
Mill & Lumber Co. report topnotch 
results with Wood-Kote, a new crystal 
clear finish for wood, which primes, 
seals and finishes. 

“We haven't tried to promote the 
product, it just caught on by good 
word-of-mouth advertising among our 
customers,” says president Chris F. 
Hacker. “Women buyers are its great- 
est boosters,” Hacker says. “They like 
it because they can apply it,” he ex- 
plains. 

Produced by Spe-de-way Products 

0., Wood-Kote may be applied by 
either brush or spray and requires no 
thinner for either process. It seals the 
surface and produces a_ semi-lustre 
finish. Each coat dries in 30-40 min- 
utes. In addition to protecting light, 
natural and bleached woods, it also 
may be applied to surfaces previously 
finished with varnish, shellac, lacquer 
synthetics or sealer. 

“We introduced Wood-Kote recent- 
ly and have sold 50 gallons of it 
already,” says Hacker. A gallon covers 
350-400 square feet on new woods 
and 400-450 square feet on surfaces 


previously finished. “It retails at $6.90 
per gallon and our markup on cost is 
33144 %,” he adds. 

Perhaps the biggest factor in Wood- 
Kote’s appeal to the housewife is its 
ease of maintenance. It will not water 
mark. Wood kitchen cabinets with this 
finish may be washed innumerable 
times with mild soap and water, Hack- 
er says. 

He is selling the new product to both 
contractor and do-it-yourself custom- 
ers. 


Masonry Paint a Success in Jersey 


A “department” for porous masonry 
coatings is one of the best sellers for 
Jackson Lumber Co., Denville, N.J., 
says John Sukey, pictured at right. 

“Our previous masonry paint line 
did not have a guarantee. Sta-Dri 
masonry paint does have a guarantee 
and the company stands behind it. 
This makes all the difference in the 
world in our confidence to sell it and 
to recommend it to our trade, espe- 
cially our homeowner business,” Sukey 
said. 

He explained that a typical sale is 
about 100 pounds of the mineral coat- 
ing, or about $30. “We add to this a 
special brush, a bucket and often can 
tie in some crack filler,” Sukey said. 

Markup is about 33% on the prod- 
uct. The price is protected by the 
manufacturer, Sukey said. 








See HANDY COVER CARD on back cover 
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YOUR ELECTRIC BUILT-IN 
LINE DOESN'T HAVE A 
POPULAR PRICED DOUBLE 
OVEN MODEL THEN 


nvestigate 


THE NEW 


Mealorne ph bared 


eae OVENS 


the large 18 


in. upper oven 
. . and the 


economy size 
16 in. lower 
oven 


MODERN MAID is also the only line 
with a complete assortment of Super- 
Thin Range Tops that allow drawer 
space underneath and are completely 
interchangeable with the MODERN 
MAID GAS BUILT-INS. 


36" range 
top with 
griddle 


30" four-unit 
range top 


16" two-unit 
range top 


Matching griddl 
model, only 
16" wide 


Call or 
Write today 
for specifications 
and descriptive 
literature 


TENNESSEE STOVE WORKS 


CHATTANOOGA 1, TENNESSEE 


Circle No. 307 on Handy Cover Card 
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A great new 
Reynolds promotion- 
Peter Lind Hayes 
and his new booklet 


“Peter Lind Hayes’ 
Home Workshop!’’ 


Peter Lind Hayes Home 
Workshop Booklet is a won- 
derful new do-it-yourself book- 
let with 15 projects the whole 
family will want to try ... and 
have fun making. 


Every Home Handyman will 
want this helpful booklet. 
Plans for furniture, toys, dec- 
orations, home improvements. 
Step-by-step assembly instruc- 
tions a beginner can follow 
easily. 


Pulls business your way... 
sells related items, too! 
Reynolds Do-It-Yourself Alum- 
inum items and 20 other types 
of products you stock are fea- 
tured .. . plus all your various 
hand tools. 


Advertised in SATURDAY 
EVENING POST, March 14 
issue, plus free dealer ad mats, 
in-store display streamers. Con- 
tact your distributor, Reynolds 
salesman or write Reynolds 
Metals Company, Richmond 
18, Virginia. 


“and the Rack that SELLS!” 


PETER LIND HAYES | ge REYNOLDS 


star of the _ 
“Peter Lind Hayes Show’’ en % P a : A ® U M j N U M 
ABC-TV ar a Watch Reynolds other new TV 
4 shows ‘‘Walt Disney Presents’’ 
and “All Star Golf” every week 
on ABC-TV. 
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COMPARE THESE SALES ADVANTAGES FOR 
SHOULDER TRADE* AND CONTRACTOR CUSTOMERS 
1. Three different hole size 


Full random design 


Sl M PS O N 3. Satin-smooth, washable surface 


2 A N D O M 4. Flame resistant or regular painted finishes give high 


light reflection 


D RI LLE D sizes ere 12" x 12”, 12” x 24” and 24 
Point-of- purchase material plus national and regiona 


A C O U STI . A L vertising support. .. See your Simpson Distributor 
TILE 


arry-out 





Another new product developed by Simpson Logging Company, Shelton, Washington 


Mail coupon on back page of insert for free Acoustical-Insulating Board Catalog 











RELY ON SIMPSON FOREST PRODUCTS 


RELY ON 





ae 





Melanie Kahane, A.|. D., designed 
this room featuring a divider of 
Simpson rift grain redwood plywood. 


ACCENT ON PROFITS 
WITH WALLS OF REDWOOD PLYWOOD 


Customers are visibly impressed by dramatic accent walls of Simpson Redwood Plywood. Exclusive 
deep-toasted V-grooves “brand” walls with handsome random planked beauty. The natural warmth of 
rift grain redwood is a distinctive background for any style furniture or interior decor. 

Redwood specialty plywoods offer compelling sales advantages, steady turnover, sound profits. See your 
Lumber Distributor, or mail coupon on the back of next page for free 16-page Plywood Catalog. Simpson 
Logging Company, 2301 N. Columbia Blvd., Portland 17, Oregon. 


RIFT GRAIN REDWOOD REDWOOD RUSTICWOOD REDWOOD SHADOWOOD FIGURED GRAIN REDWOOD 





FOR (tener ee LAVING! 


SELLING FORESTONE ACOUSTICAL TILE IS A 
MIGHTY SATISFYING WAY TO EARN PROFITS ! 


Deep-fissured Forestone* offers a new world of quiet 

comfort and beauty to your customers. One sale often leads 
to another by word of mouth advertising backed by 
Simpson’s national campaigns and strong selling displays. 
Forestone absorbs up to 70% of all noise striking it and 

can be repainted without appreciable loss of efficiency or 
fissured beauty. 12"’x 24"' T&G and 12”’x 12”" Spline Lok 
butt joint tiles for quick, easy installation by Do-it-yourselfers, 
Builders and Remodelers. See your Simpson Distributor 
soon. Simpson Logging Company, Shelton,Washington. 


Mail coupon on back of this page for free 
Acoustical-Insulating Board Catalog. 


SIMPSON 


hres 


*Reg. U.S. Pat. Off. — U.S. Pat. No. 2,791,289 
The original fissured woodfiber tile. : 
, You can boost your profits by participating in the 


growing consumer demand for sound-control benefits. 


RELY ON 


Redwood siding paints quickly, easily, and no 


special preparation of the surface is required. 
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PAINT GOES FARTHER... 


...and lasts much longer on redwood than 
on many other commonly used sidings. 
Simpson certified kiln dried redwood con- 
tains no natural oils or resins inhibiting 
paint retention. 

Mail coupon on back of this page for free 
Simpson Redwood information 
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SIMPSON- REDWOOD 


Simpson certified kiln dried Redwood is available through- 
out the nation, and Canada, for interior and exterior use. 
No other wood surpasses redwood for durability, natural 
beauty and its remarkable resistance to termites, mildew 
and fungus growth. See your Lumber Distributor soon. 
Simpson Redwood Company, Arcata, California. 





BETTER HOUSING BY DESIGN 


Successful builders, in increasing numbers, are finding that 
architect designed homes frequently cost less to build, and sell 
quickly and profitably. 

For that reason alone, this growing professional “partnership” is 
an exciting development, worthy of every possible encouragement. 

Direct benefits do not stop there, however. The home buyer is 
offered a more diversified selection of attractive designs, newest 
concepts of comfort and convenience, more efficient usage of space 
and materials...in short, greater values. 

Everybody benefits—architects, builders, suppliers and manufac- 
turers—with an ever expanding market for services and products. 

Simpson continues its rewarding search for new and more 
versatile wood products to reduce construction time and cost, to 
accommodate new design concepts, and generally increase the 
livability of the home. This search has developed such product 
examples as: insulating roof deck, economical fissured woodfiber 
acoustical tile, hollokore drilled perforated tile, the biotox process 
and many other advances. 

With nearly half a million acres of timber reserves, annually 
replenished by proven conservation and reforestation activities, 
and supported by constant research for better utilization of these 
resources, we can assure builders, architects and dealers of a 
dependable supply of wood products for the homes of America 
throughout the coming years. 


RELY ON 


The finest in Douglas Fir, Western Hemlock and Redwood Lumber; 
Acoustical, Insulating and Hardboard Products; Plywood and Doors; 
Wood Tank and Pipe Products; and Paper. 


SIMPSON, 1071D WHITE BLDG., SEATTLE 1, WASHINGTON 


Please send me FREE information on the following products as checked: 


_] Doors [_] Redwood () Acoustical and Insulating Board 


Name 
Company Litho in U.S.A. 


ms on Simpson 100# 
ress White Wove Seaplane Offset 


Clipped from magazine 





What's the PRICEP 


Retailers’ reported prices to contractors are not reflecting 
the stiffer mill prices being quoted by western mills; dealers 
handling southern lumber have not had much reason to 
stiffen prices. As long as wet weather continues to hamper 
southern mills, that market probably will be “wishy-washy”. 

Some experienced wholesalers are inclined to be cynical 
about predictions of a king-size western car shortage later 
this spring. Their advice is along these lines: “Buy now if 
you've got firm orders or if you need to build inventory; 
otherwise, don’t rush in with wild-eyed orders.” On the 
other hand, if a man has speculative fever, there’s a chance 
he'd stand to profit nicely later in the spring on western lum- 
ber. 

Transit cars from the west coast, always a volatile ba- 
rometer, are staying with the market, pricewise, with no 
chances being taken. 


4 4 
Current Retail Price Levels 
(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend front the last issue.) 
Zone 1 Zone 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 Zone 9 
North Middle South East North East South West North West South Mountain Pacific 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 
Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 $125 $127.50 $140 $135 $115 $120 $120 $100 
Std. & Btr. dry R/L 2x4 —— $127.9 $145 $150 — $125 $135 $102 
Std. & Btr. green R/L 2x10 $125 $135 $145 $137.50 $115 $135 $120 $105 
Std. & Btr. dry 2x10 R/L a $135 $155 $150 —--— $147 $135 $102 
Boards: Std. & Btr. green R/L 1x6 and 1x8 $135 $137.50 $135 — — — $ 95 


West Coast Hemlock, White Fir: 
Dimension: Std. & Btr. dry R/L 2x4 . $125 $120 $135 
Std. & Btr. dry R/L 2x10 130 $125 $137.50 7 
Boards: Std. & Btr. dry R/L 1x6 and 1x8 ad — $132.50 


Western Pines: 
Boards: No. 2 & Btr. dry 1x8 R/L S4S or 
shiplap $222.50 
No. 3 & Btr. dry R/L 1x8 S45 or 
shiplap $150 
No. 4 Btr. dry R/L 1x8 $48 or 
shiplap — 
Southern Pine: 
Dimension: No. 2 & Btr. dry R/L 2x4 
No. 2 & Btr. dry R/L 2x10 
Boards: No. 2 & Btr. dry R/L 1x8 S4S o 
D & M or shiplap 
Hardwood Flooring: 
Clear oak 25/32”x2%” 
Select oak 25/32”x2%,” 
Interior Softwood Paneling: 
No. 2 ponderosa pine R/W 
No. 3 ponderosa pine R/W 
Wood Siding: 
Redwood bevel siding 3/,’’x8” 
Cedar bevel siding %/,”x8” 


Wood shingles: 
Cedar shingles 5/2 71 Bive 
Label 





PLYWOOD: 
Fir, Ye” DFPA-AD interior glue 
Fir, Ye” DFPA-AD exterior glue 
Fir, %” DFPA-CD sheathing interior glue 
Fir, 2” DFPA-CD sheathing interior glue 
Fir, %” DFPA-CD sheathing interior give 
Birch, 1/,” A2 
Philippine mahogany, 1/,” rotary cut 


MILLWORK: 
Phil. mahogany flush door 
1¥%"-2-6x6-8 
Birch flush door 1%4”-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 
Outside white paint, first grade 
8d common steel nails 
Mineral wool insulation, full thick bott 
Wood fiber blanket, std thick 
Ceiling tile 12x12” 
Acoustical ceiling tile 12x12” 
'%” insulating building board 
25/32” insulating sheathing 
Y%_," gypsum wallboar 
¥%,"" gypsum sheathing 
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LUMBER FOR COVERED BRIDGE dedicated last month in Haddonfield, N. J. was sold 


by Volney G. Bennett Lumber Co., Camden. 


Lumberman Supplies Materials For 
Newest Covered (Kissing) Bridge 


New Jersey dealer furnishes long leaf yellow pine for un- 


usual $32,000 structure. 


The Volney G. Bennett Lumber Co., 
Camden, N. J., furnished between 
15,000 and 20,000 board feet of long 
leaf yellow pine for the nation’s new- 
est covered bridge near Haddonfield, 
N. J. on Route 70. 

The new structure, which is 50 feet 
long and 25 feet wide, was dedicated 
on St. Valentine’s Day last month with 
an appropriate ceremony. In the horse- 
and-buggy days, covered bridges were 
sometimes known as kissing bridges 
One hundred and one couples were 
on the bridge at noon on Valentine’s 
Day when Delaware Township Mayor 
Christian M. Weber rang a gong sig- 
naling the opening of the span. The 
ladies were presented with nosegays of 
violets and each couple received a 
Valentine photograph of themselves 
kissing on the bridge. 

The $32,000 bridge, which was de- 
signed by Malcolm B. Wells, a Mer- 
chantville, N. J. architect, uses the 
pegged lattice-truss principle. Wooden 
pegs, which hold the span together, 
were also supplied by the Camden 
lumber firm. 

Wooden walkways on either side of 


24 


the structure are shielded by a sloping 
shingled roof. The bridge was built 
by Robert K. Scarborough, newly- 
elected president of the Home Build- 
ers League of South Jersey, who plans 
to open up a 300-acre home tract 
while maintaining a park and picnic 


“KISSING BRIDGE” was also dedicated 
by over 100 kissing couples when gong 
sounded opening the bridge. 


press time 


area in the vicinity of the bridge. 

Among those scheduled to partici- 
pate in the dedication were Carl Mit- 
nick, Colwick, N. J., president of the 
National Association of Home Build- 
ers and Leo Litwin, Arlington, Mass., 
president of the National Society for 
the Preservation of Covered Bridges. 
Pennsylvania has about 400 covered 
wooden bridges, Ohio 250, Indiana 
170, Vermont 100 and Oregon 84. 





Most Employe Gifts 
Tax Free, Rule Says 


Uncle Sam has officially recognized 
Santa Claus. 

The Internal Revenue Service ruled 
that the value of turkeys, hams or 
similar merchandise of nominal value 
given to employes at Christmas is not 
taxable and the cost can be deducted 
by the employer. 

According to the IRS ruling, these 
gifts—whether at Christmas or a com- 
parable holiday—promote good rela- 
tions and are considered for income 
tax purposes as “ordinary and neces- 
sary business expense.” 

They were compared with facilities 
and privileges—such as entertainment. 
medical services and discounts on pur- 
chases—which are not considered as 
wages subject to withholding. 

The qualifying condition is: “If such 
facilities or privileges are of relatively 
small value and are furnished by the 
employer merely as a means of pro- 
moting the health, good will, content- 
ment or efficiency of his employes.” 

The value of the gifts are not con- 
sidered as wages for Federal Insur- 
ance Contributions Act or Federal 
Unemployment Tax Act purposes. 

The rules do not apply to the dis- 
tribution of cash, gift certificates and 
similar items of readily convertible 
cash value, regardless of the amount 
involved. 





Set Meeting Dates 

Secretary-Manager G. R. Gloor, 
National Association of Commission 
Lumber Salesmen, Inc., advises his as- 
sociation will hold its 34th annual 
meeting in Chicago, April 2-3-4, at 
the LaSalle hotel. 

The 24th annual membership meet- 
ing of the Southern Sash & Door Job- 
bers Association, Memphis, Tenn., 
will be held June 4-5, reports secre- 
tary Thomas Birchfield. 
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Distributors Join Home Builders In 


Permanent Industry Display Center 


Denver structure is first of three buildings where suppliers, 
contractors and architects will display materials for builder 


prospects. 


A $400,000 exhibition building, 
where builders, architects and sup- 
pliers .will exhibit their products to 
potential home builders, will be built 
on a three-acre site in Denver, accord- 
ing to Bryant Baker, a local home 
developer. 

Baker, who served as construction 
consultant for Walt Disney during the 
building of Disneyland, conceived the 
idea for a one-stop showroom of 
building products while building cus- 
tom houses for a local subdivision. 

“The need for a complete display of 
construction materials and interior ac- 
cessories was evident from these con- 
tracts,” Baker reported. 

The first of three buildings, to be 
completed by June, will be 100’x100’ 
and include display booths of from 
100 to 150 square feet. 

A second building will house ex- 
hibits of commercial and industrial 
products. The third building will be 
used as offices for architects and 
manufacturers representatives. 

Exhibit space has already been re- 
served by Hallack & Howard Lumber 
Co., Western Plywood and Lumber 
Co., Colorado Brick, Inc., Majestic 
Bldg Prod. Co., W. C. Sutton Co., 
Watson’s Flagstone Co., A. H. John- 
son Co., Cross Tile and Linoleum Co., 
Nelson-Williams Distributors, Gump 
Glass Co., Monarch Tile Co., Colora- 
do Custom Kitchens, and Hale & Per- 
ry Paint Co. 


Have Camera, Will Click! 


Justus Lumber Co., Hopkins, Minn., 
finds one picture is worth a thou- 
sand words of sales talk. When one 
of its customers finishes a home job 
with materials bought from Justus, 
the firm asks a cameraman to photo- 
graph the completed project. A dupli- 
cate print is presented to the customer 
as a souvenir. The original photograph 
may be used by Justus in three ways: 
in newspaper or TV advertising or as a 
pinup in the firm’s store. 


Traffic Builder 


Johnson Cashway Lumber Co., St. 
Louis Park, Minn., finds suburbanites 
are great “joiners,” much more so 
than their city cousins. They belong 
to garden clubs, bowling teams, Jay- 
cees, church groups, anything at all, 
but they belong! For this reason, 


Johnson Cashway has a special bulletin 
board for all sorts of club notices in 
which suburban customers are inter- 
ested. 
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New DFPA Members 

Five more fir plywood mills have 
been added to the membership of the 
Douglas Fir Plywood Association, 
Tacoma, Wash., bringing the total 
number of DFPA plants to 109. 

Three of the new members are: 
Lane Laminators, Inc., Eugene, Ore.; 
McKenzie River Plywood Corp., 
Springfield, Ore.; and Elma (Wash.) 
Plywood Corp. These mills specialize 
in production of fir plywood sheathing. 

In addition, two present DFPA 
subscribers, Georgia-Pacific Corp. and 
the Simpson Logging Co., have opened 
new fir plywood mills. The two plants, 
which have been added to the existing 
contracts of their parent companies, 
are G-P’s Bunker Hill plant at Coos 
Bay, Ore. and Simpson’s mill at Olym- 
pia, Wash. 












Plywood Prosperity 

Fir plywood increased its stature in 
1958, especially in the final quarter of 
the year, according to the Douglas Fir 
Plywood Association. Total 1958 pro- 
duction was 12.7% up from 1957, 
amounting to 6.16 billion square feet, 
eighth-inch basis. Total 1958 new 
orders increased 14.6% over 1957; 
they were 6.15 billion square feet. 

In the fourth quarter of 1958 pro- 
duction increased 25.8% over the 
same period of 1957; new orders were 
22.3% above a year ago; and ship- 
ments were 27% above. 

The figures are based on detailed 
reports from plants accounting for 
85% of industry production; data 
from the non-reporting 15% of ca- 
pacity are estimated. 





Steps Up Ad Campaign 

The Armstrong Cork Co., Lancas- 
ter, Penna., reports that advertise- 
ments for its line of flooring and floor 
covering products will appear during 
1959 in 23 nationally distributed mag- 
azines, on national network television, 
in six newspaper supplements and in 
special magazines such as Home Main- 
tenance & Improvement. This year’s 
program, which includes a schedule 
of ads to appear in American Lum- 
berman, is one of the largest in Arm- 
strong’s history 


Develop New Uses for Plastics 
In Light Construction Field 


Many new 
building products 
made of plastics 
are getting closer 
to commercial use, 
but we’ve got to 
learn how to use 
them, Felix N. 
Williams, vice- 
president, Mon- 
santo Chemical 
Co,. told the So- 





Felix N. Willams 


_ ciety of the Plastics Industry, Inc., at 


their 14th annual conference in Chi- 
cago last month. 

“Recently we built a new research 
laboratory near St. Louis,” he said. 
“We used plastics almost everywhere 
learning many things about entirely 
new building products, some of them 
made especially for this laboratory. 
In future months a number of these 
products will be commercially avail- 
able. 

“Most of the products we used 
worked very well and very few failed,” 
added Williams. “The plastics tech- 
nology of the industry has proved to 
be good. Our big job now is trade 
education. 

Show-how necessary. “We must 
show builders how to use plastics, how 
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to take advantage of their good points 
and how to avoid their weaknesses 


“We've learned these things about 
lumber and steel and think nothing of 
it. We accept the fact that steel cor- 
rodes, that wood burns, warps and 
decays. Plastics, too, have advantages 
and disadvantages and must be used 
properly. 

“Moreover, you can’t handle many 
plastic materials the same as you do 
the traditional building materials,” he 
warned. 


Big plastics volume. Williams point- 
ed out that only a few people, even in 
the plastics industry, realize how much 
plastic material is already available in 
building product form. The plastics 
industry, he said, produced 185 million 
pounds of reinforced plastics in 1958; 
of this, 20% was in the form of build- 
ing products. 


Included in the new Monsanto labor- 
atory building were new plastic mater- 
ials, including ceiling applications, 
decorative and trim applications, 
doors, floors, floor coverings, founda- 
tions, lighting and electrical, paints, 
plumbing, structural members, walls, 
wall coverings, and windows including 
glazing. 
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The Profit Arithmetic of Selling Quality 


Competitive Product 
210-pound 12”x36” 
3-tab strip shingle 
List prices east of the Rockies: 
$10 $11.35 


Quality, Non-competitive Products 
220-pound 12”x36” 255-pound 12”x36” 290-pound 12”x36” 
3-tab strip shingle 


3-tab strip shingle 3-tab strip shingle 


$14 $17.50 


Dealer's net delivered cost: (example—37% off list; substitute your area’s net delivered 


prices here) 

$6.30 

Selling prices: 

(Average current market 
in northern Indiana) 
$8 $10.01 
(this brings dealer 21% 
gross profit) 

Profit: 


$7.15 


selling price) 


$8.82 $11.03 


(By selling better quality the dealer gets away from com- 
peting on price; he can get 40% normal markup) 


$12.35 $15.44 


(These prices bring the dealer 28% gross profit on the 


Thus, a 20-square house job brings the dealer: 


$160 $200.20 
which results in a gross profit of: 
$34 $57.20 
(he’s trading dollars) 


$247. $308.80 


$70.60 $88.20 


(this covers operating costs, results in adequate net profit) 


Your Best Profit is Selling 
Quality Roofing, Dealers Told 


Dollars-and-cents lesson at wholesaler merchandising session. 


The profit arithmetic of up-grading 
the buyer of asphalt roofing was 
graphically shown recently by L. W. 
Woodward, director of sales, Lloyd A. 
Fry Roofing Co. 

“Most dealers pride themselves on 
the quality of the products they sell,” 
he told a group of northern Indiana 
retail lumber dealers gathered at Hard- 
ware Wholesalers, Inc., Fort Wayne, 
Ind. 

“Since this is so, let’s really sell 
quality products instead of taking 
orders for the lowest priced merchan- 
dise you can deliver.” 

Profits demonstrated. Woodward 
showed figures of what happens, pro- 
fitwise, when _ better-than-minimum 
asphalt shingles are sold (see table on 
this page). 

“On a typical 20-square sale of 
asphalt shingles for a house job, you 
have to be competitive on 210-pound 
shingles,” he said. “That’s what every- 
body is selling. The average market 
price for 210-pound 12”x36” three-tab 
asphalt shingles in northern Indiana is 
about $8. At this price, the dealer has 
a gross profit of 21% on his selling 
price or a mark-up of 27%. 

“But by showing the buyer a better 
shingle, you step out of the competitive 
race,” he said. “You can mark up 
your cost a normal 40% to earn 28% 
gross profit on the selling price. On 
the 210-pound shingle, about all you 
have to talk is price. The heavier 
shingles give you a quality story to tell. 
If you don’t know this story in terms 
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of benefits to the buyer, ask your 
wholesale or manufacturer representa- 
tive to tell you. 

“This small extra effort is worth 
while. Where you would gross $34 on 
the 20-square sale of 210-pound 
shingles, you can gross $57.20 on the 
same sale by stepping the customer up 
to a 220-pound shingle, or as much 
as $88.20 by selling the 290-pound 
shingle.” 

“I’ve seen this work,” he said. “It 
convinces me the art of selling is not 
dead.” 


Fresh Ideas for Sales 
From Minnesota Dealer — 

Here are three promotion ideas be- 
ing used successfully by Pockrandt 
Lumber Co., St. Louis Park, Minn. 

Birthday Card. Customers file their 
name, address, telephone number and 
birthday date (month and day only!). 
A greeting is mailed a few days before 
the customers’ birthday along with a 
birthday certificate, which is worth $1 
on a $10 purchase or $2.50 on a pur- 
chase of $25 or over. Nearly 75% of 
the certificates have been redeemed in 
sales. 

Telephone Club. Customers are in- 
vited to become members of the Tele- 
phone Club. Members are called every 
Thursday and briefed on a special item 
available on Friday and Saturday only. 
No details on this item are announced 
in the newspapers or in other media. 
Telephone calls are kept brief. Some 
63 customers are club members. Pock- 
randt says results are “very satisfac- 
tory.” 

Customer contest. Pockrandt holds a 
Home Improvement Contest during 
June, July and August. Any homeown- 
er may submit a rough plan of a pro- 
posed home modernization. Pockrandt 
will furnish an estimate, if desired. Fifty 
dollars in cash prizes are awarded for 
the most interesting plan. Contest 
closes the last day of August and prizes 
are awarded the first week in Septem- 
ber. Pockrandt says mail and personal 
calls have resulted in worthwhile con- 
tacts and an opportunity to estimate 
many projects which they might have 
missed otherwise. 





Why Contractors Fail 

Small contractors who underbid on 
construction jobs constituted the bulk 
of 1,963 bankruptcy filings during 
1958 in Colorado. The 1958 filings 
were 323 above the previous record 
year of 1957. Blame for the bank- 
ruptcies was credited by Benjamin C. 
Hilliard, Jr., federal referee in bank- 
ruptcy, to lack of knowledge of 
construction costs by the contractors. 


Lumber Dealers Score High as Kitchen 
Merchandisers, Say Manufacturers 


Lumber dealers with kitchen de- 
partments are second-best of all types 
of retailers in selling wood kitchen 
cabinets, according to the National In- 
stitute of Wood Kitchen Cabinets. 

Named “first” is the kitchen special- 
ist, then the lumber dealers with 
kitchen departments, followed by ap- 
pliance dealers and then other lum- 
ber dealers. 

Plumbers and department stores 
are at the bottom, say the cabinet 
people. 

Sales of factory-built wood kitch- 
ens will be 22.5% higher this year 
than in 1958, the producers predict. 
This will top a 16.4% increase in 


sales made last year over 1957. 

Fourteen percent of manufacturer 
members of NIWKC sell to dealers 
only; 102% sell to distributors only; 
17% sell to builders exclusively; 21% 
sell to dealers and builders; 17% to 
distributors, dealers and __ builders; 
10% to distributors and dealers. 

About 57% of wood kitchen cab- 
inets sold by the Institute members 
are for new homes, it was revealed. 
In natural finishes, the most popluar 
wood is Birch, the association said. 
Natural finish (clear stain or lacquer) 
was used on 69% of the cabinets 
made in 1958. 
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Sales-minded 
Dealers 

are cashing-in on 

Orangeburg's 

biggest ad 





FIRST OF A SERIES This colorful, full page J 
ad appears in April 13th LIFE with an | ; 
estimated audience of 32 million. 
: 4 
dette Ta Poe ass eee Ee eas SC RR ae 


Once again, Orangeburg pulls out all stops to help you sell. During 1959, Orangeburg’s quality story will 


be told again and again to more of your prospects than ever before. With more ads! Bigger ads! Free display 
material! Free literature! Newspaper ad mats! You name it—Orangeburg’s got it. And it’s all to help you 
make sales easier; to be sure of more satisfied customers. Why not cash-in with genuine Orangeburg: Root- 
Proof Pipe and Fittings for house sewer lines, downspout run-offs...Perforated Pipe for foundation drains, 
septic tank filter beds. To make sure you get genuine Orangeburg “Look for the Silver Band*!”, 
Write Dept. AL-39, for Circular SA-44, showing free Orangeburg Signs and Sales Aids. 

% THE NAME ORANGEBURG AND VER BAND ARE REGISTERED TRADE-MARKS OF THE ORANGEBURG MANUFACTURING CO, 

ad ® 

ORANGEBURG MANUFACTURING CO. 
Orangeburg, New York . Newark, California 
A Division of The Flintkote Company, Manufacturers ‘ 


of America’s Broadest Line of Building Products Root-Proof Pipe and Fittings 
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SHOWPLACE HOUSE for new building products handled by retail lumber dealers of 
the Tidewater area of Virginia, this 2,300 tri-level design was built and opened to 
the public by the Hampton Roads Hoo-Hoo Club. 


Hoo-Hoo Club Builds Model House 


A $32,000 house incorporating the 
latest and best in modern building ma- 
terials was built and opened for public 
inspection recently by the Hampton 
Roads (Va.) chapter of Hoo-Hoo. 

Club members headed by Carl H. 
Kunzman, Jr., formed a corporation 
for the purpose of a the project 
from inception through the final sale 
of the house. Kunzman said the par- 
ticipating lumber dealers supplied all 
material for the 2,300 square foot 
house without profit. 

The house is a tri-level design built 


from a Weyerhaeuser plan with some 
modification to make it conform with 
local ideas. The house has eight rooms, 
two and one-half baths, garage with 
work area, utility room and covered 
terrace. 

To inaugurate the open house show- 
ing, a “builders’ only” barbecue par- 
ty was held for contractors in the 
area. Invitations read: “See what the 
public has seen and wants in their 
new homes. No high pressure—just 
beer.” 


Severe Car Shortage Coming 
Next Month, Shippers Predict 


A serious car shortage beginning in 
April is foreseen by lumber shippers 
in the Pacific Northwest. 

“The shortage is expected to be at 
least as severe as the car shortage of 
1950,” reports an official of the Pacif- 
ic Northwest Shippers Advisory Board. 

“We think it will be the granddaddy 
of all freight car shortages,” adds 
K. C. Batchelder, traffic manager of 
the West Coast Lumbermen’s Associ- 
ation. 

Trouble seems to be the failure of 
the railroads to build enough double- 
door box cars. The eastern lines have 
been especially prone to cut their 
double-door boxcar orders, then fail 
to return such cars to the western 
road as promptly as they might. Or- 
ders for all boxcars are at a low point, 
railroad men say, with only 27,596 
cars on order—Jan. 1, 1959. 

A second cause is in the rising tide 
of “bad order” boxcars. On Dec. 1, 
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1958 these cars out of service num- 
bered 145,731; this was 8.4% of the 
total on the line. This compares with 
89,893 cars, or 5.1% of the fleet out 
of service at the end of 1957. 


Fork Truck Pays for Itself 


Mrs. Carl Brady in _ Barberton, 
Ohio says that a fork lift bought a 
year ago has already paid for itself by 
cutting lumber costs and this saving 
has been passed along to the custom- 
er. 

“We used to send at least one man 
and a truck to Dover to pick up 3,000 
feet of lumber. It was an all-day job 
including the unloading by hand. Now 
a trailer brings us 10,000 feet and the 
lift unloads it in an hour. So we get 
three times the amount of flooring 
at one-eighth the labor.” 





OBITUARIES 

Gates Ferguson, director of advertis- 
ing for The Celotex Corp., Chicago, 
for 12 years prior to this retirement in 
1957 died following an automobile ac- 
cident near Miami, Fla., last month. 
Mrs. Ferguson was killed instantly. 
The Fergusons had lived in Miami for 
the past two years. 

Widely known in the industry for his 
inspiring convention talks, Ferguson 
was a crusader for better merchandising 
on the part of dealers. During his 
career, he was in charge of the advertis- 
ing department of B. F. Goodrich & 
Co., Akron, and a member of the board 
of directors of the Advertising Club of 
New York. 

J. E. Smith, president, J. E. Smith 
& Co., a retail yard founded by his 
father in Waterbury, Conn., died re- 
cently. He was 56 years old. Extremely 
active in politics, he was a leader of 
the Democratic party in Connecticut 
and former chairman of the state cen- 
tral committee. 

Lester W. Lewis, 66, prominent Paci- 
fic Northwest lumber manufacturer, 
died recently at his home in Seattle. He 
was a partner in the Lewis-Bean Co., 
which he founded with Warren Bean 
in 1920, and a member of the board 
of directors of Boise Cascade Corp. 

Chester C. Kelsey, executive direc- 
tor, Asbestos-Cement Products Assn., 
died recently at his New Canaan, 
Conn., home. 

Merle Maurice Studley, 43, vice- 
president and general manager, Sal- 
mon River Lumber Co., Boise, Ida., 
died recently after suffering a heart 
attack. 

Harvey T. Woodfield, president, 
Michigan Wholesalers, Inc., Jackson, 
died recently. He was.71 years old. 
Prior to joining the wholesale firm, 
he was for 40 years part owner and 
manager of Hartwick-Woodfield Co. 
During that time, he was active in the 
affairs of the retail lumber industry. 





IMPROVED GYPSUM BOARD SHIPMENT 
—A time-saving method for bracing 
gypsumboard, lath and sheathing on flat 
cars with permanent bulkheads has been 
developed by Acme Steel Co., Chicago. 
Heavy-duty strapping braces the load 
against side shift in transit. Car above is 
being braced at U. S. Gypsum Co. plant 
in Fort Dodge, lowa. 
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For the Construction Industry iS . the big news for 1959 is 





JOHNS-MANVILLE FIBER GLASS 


With L-O-F Glass Fibers Company 
joining the J-M family, vour Johns- 
Manville Representative can now serve 
you with quality J-M fiber glass con- 
struction materials for these services: 
Home insulation—lightweight J-M fiber 
glass insulation provides year-round com- 
fort . . . improves efficiency of heating and 
air-conditioning systems. Exceptionally re- 
silient and compressible, it saves space in 
transit and in storage. 

Plumbing, heating and air-conditioning 
systems — lightweight, easily handled J-M 


fiber glass pipe insulations, duct liners and 
wraps. 
Sound control — large size, attractive, non- 
combustible J-M fiber glass panels for 
acoustical ceilings. 
Skylights, partitions, awnings — shatter- 
proof, translucent J-M Corrulux® panels 
reinforced with J-M fiber glass. 
Underground pipe protection—a complete 
line of J-M fiber glass wraps for reinforc- 
ing and shielding coatings on pipe lines. 
All buyers of fiber glass products will 
now be served by an enlarged field staff 


of Johns-Manville sales and technical 
personnel operating out of 56 sales of- 
fices. This news means expanded dis- 
.. the addition of 7 


an @X- 


tribution facilities . 
strategically located plants . . 
pansion of research and development 
of fiber glass products. 

Call vour Johns-Manville Represent- 
ative or write to Johns-Manville, Box 
16, New York 16, New York. In Canada, 
address Johns-Manville Company, Lim- 
ited; 565 Lakeshore Road East, Port 
Credit, Ontario. 


JOHNS -MANVILLE 


JOHNS-MANVILLE JM, 
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SALES POINTS for interlock shingles is 
shown by Morris Neff, Jr., Comley-Neff 
Lumber Co., Wichita, Kans. to Al Miville, 
Wichita custom builder. 


SELF-SEALING SHINGLE shipment is 
checked by yard manager Lou Feirman, 
Arzee Supply, Valley Stream, N.Y. and 
architect Stanley Shaftel. 


Tight Race for Popularity Between 


Interlock and Self-Seal Shingles 


Quality shingle trend gains momentum, according to na- 


tionwide checkup. 


Dealer sales of premium-type as- 
phalt shingles are gaining, but it’s a 
toss-up whether the self-sealing type 
of the lock-down (interlock) type is 
most popular. 

That’s the consensus drawn from a 
cross-country roundup of roofing 
practices just completed. Choice be- 
tween the two quality types is often a 
matter of local tradition, climate and 
personal preference, the checkup 
revealed. 

Wind resistance is the prime reason 
for buying the premium asphalt shin- 
gles. But low maintenance costs, ap- 
pearance, a strong texture (for inter- 
lock shingles) are other reasons given 
as sales incentives. 

Regional patterns. The interlocking 
shingle is strong in New England. 
More than one dealer said that many 
New Englanders associate a feeling of 
security with a tight barn, on which 
the lock shingle is commonplace. 

But on Long Island, N. Y., the 
more recently developed self-sealing 
shingle is a favorite, especially for 
those who want the “contemporary 
look.” 

Stanley Shaftel, a Long Island ar- 
chitect, was a pioneer in the use of 
self-sealing shingles. He said: 

“For the low-slope roof, the seal- 
ers offer an easy, foolproof roof 
treatment.” 

Shaftel first used sealing asphalt 
shingles in the moderate priced 
Wenwood-at-Selden development and 
more recently on the Evergreen Es- 
tates at Baltimore and the nationally 
publicized $50,000 Pacifica model 
built by the Weniger organization at 
Brookville, L.I. 

Jack Witzer, Arzee Supply, Valley 
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Stream, L.I., said that self-sealing 
shingles have proved popular among 
builders of medium-priced homes, es- 
pecially where off-shore winds make 
customers roof-conscious. “As for 
color, the best seller is white,” Witzer 
said. 

Architectural role. Why is the self- 
sealing shingle just beginning to make 
its way into Kansas City, while at the 
eastern edge of Missouri it is well 
established? 

Jim Graham, R. L. Sweet Lumber 
Co., Kansas City, says the continuing 
vogue for steep French Provincial 
roofs is one reason. The steep roofs 
keep the standard three-tab square 
butt dominant there. 

John Carpenter of May Materials 
Co. supports this opinion, but reports 
a growing interest in various new de- 
signs of lock shingles with no notable 
increase in application time. 

In more urbane St. Louis, both 
types of premium shingles are making 
headway. 

“There is no clear line of prefer- 
ence indicated by builders. The strip 
shingles are more popular for the 
low-slope contemporary homes. In 
both, the swing is toward the lighter 
pastel blend colors,” said Herb Gur- 
ley, Dealers Service and Supply Co., 
St. Louis. 

Self-sealing shingles in five colors 
are used in the higher-bracket Har- 
wood Hills section of suburban Kirk- 
wood. G. W. Mefferd, vice-president 
of the Burton W. Duenke Co., build- 
ers, said that his prospects for $30,000 
to $40,000 homes like the color variety, 
durability and fire-resistance of as- 
phalt shingles. 

Wind conditions. In Kansas, the 


basic facts of wind resistance are 
stressed by Morris N. Neff, Comley- 
Neff Lumber Co., Wichita and Ar- 
kansas City. 

“I am absolutely convinced of the 
need for lock-type shingles here be- 
cause of our winds as well as severe 
thunderstorms. These sentiments are 
shared by my customers, since our 
sales of lock shingles over the con- 
ventional thick-butt types have been 
increasing each year.” 

Texture is another reason for lock 
shingle use in Kansas, where the 
ground is flat and the sky an impres- 
sive fact. “You need a clear pattern to 
give some interest to the eye. The 
roof, being the most prominent part 
of the house on a prairie, has to be 
sharp and clear in tone,” said S. H. 
(Si) Womer, who has been adding 
about 20 houses a year to his devel- 
opment of homes in the $20,000 to 
$25,000 range. 

The sealed-down shingle is not 
without support in the plains country, 
however. In the windswept, sun-baked 
Texas Panhandle, builder “Tutt” 
Cooper of Amarillo offers high-qual- 
ity white self-sealers in a three-bed- 
room house which sells for a low 
$8,250. 

“T use self-sealers because they go 
on fast and there’s no waste. You can 
estimate how many bundles to deliver 





Two Shingle Views 


Mike Tobias, sales manager for 
the Frank Zykan building com- 
pany in St. Louis, votes for inter- 
locking shingles. “With these shin- 
gles and asbestos cement siding. 
we can stress low maintenance for 
our houses in the $12.750 to $15.- 
000 class,” he said. 

Each three-bedroom house takes 
17% squares, including starting 
course and cap. Two men on the 
Zykan staff, a journeyman and a 
cub, complete a house roof in six 
hours, Tobias said. One hooks the 
tabs, the other follows right be- 
hind and nails. 

“Once you have your edge, the 
rest follows right in line,” he ex- 
plained. Tobias also likes the 
strong textured effect of the lock 
shingles on the 4-in-12 pitched 
roof. 

In the same area, E. Jerry Har- 
desty of the Hardesty-Johnson de- 
velopment ($16,500 to $17,990 
priced homes) prefers self-sealers 
for one-story, multiple-dwellings 
for rental, as well as for standard 
subdivisions. 

“With self-sealing asphalt shin- 
gles we know we will not have re- 
pair bills for the roof,” he said. 
Also, on a low-slope roof you look 
at the shingle joints and laps al- 
most straight on. The slightest 
waver shows up glaringly. Self- 
sealers give you a smooth joint. 
And you get a clean edge on the 
overhang. Sometimes we have 8” 
overhangs, bringing the eaves 
pretty close to eye level.” 
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S THE 
BRIGHT 
NEW IDEA 
IN PANELING 





built-in sales appeal in any room.. 


ae 
wer 


with 


Western Pine Region Woods 


Have you noticed the new idea in paneling? 


Your customers have! More than 13 million 
potential home buyers have seen a dramatic new 
paneling idea in magazines this month. 


That idea is color. 


With color, paneling takes on new appeal, new 
charm and new practicality. And the versatile 
lumber from woods of the Western Pine Region 
has the grain and texture adaptable to many color- 
ing effects — for any room in the home, for any 
taste or personality. 


The advertisement on the next page is the first 


in a series featuring Western Pine Region wood 
paneling in color. It is designed to alert your 
customers to the intriguing effects possible with 
paneling. 


Give your homes more sales appeal—the warmth 
of genuine wood in bright, new dress. To achieve 
interesting color with natural beauty, specify 
Western Pine Region woods... your assurance of 
highest quality lumber. 


For more information about Western Pine As- 
sociation’s program of color paneling write to: 
WEsTERN Pine AssociaTIon, Dept. 410, Yeon 
Building, Portland 4, Oregon. 


The advertisement on the next page appears in American Home, Popular Science, Popular 
Mechanics, February; Living for Young Homemakers and Better Homes & Gardens, March i 





Pas 


Western Pine Association 


member mills manufacture these woods to high standards of seasoning, grading 
and measurement grade stamped lumber is available in these species 


Idaho White Pine - Ponderosa Pine - 
White Fir - Incense Cedar - Douglas Fir - 
Red Cedar - Lodgepole Pine - 
TODAY’S WESTERN PINE TREE FARMING GUARANTEES LUMBER TOMORROW 


Sugar Pine 
Larch 
Engelmann Spruce 
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A new book tellS you how. 
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Write for “Nature Makes News” 
: ‘4 


and “101 Home Ideas” to 
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Family room wa »f Ponderosa Pine finished in Fuego Flame 











Look for this LN mark on well-manufactured and carefully graded lumber 


*IDAHO WHITE PINE + PONDEROSA PINE . SUGAR PINE + WHITE FIR. + INCENSE CEDAR 
DOUGLAS FIR + LARCH + RED CEDAR °- LODGEPOLE PINE + ENGELMANN SPRUCE 























RACE FOR POPULARITY 
(begins on page 30) 





at the samme time as the rest of the 
house components. You never have a 
problem of obsolete numbers, either,” 
adds Cooper. 

On the other hand, the Munday Co. 
of Amarillo, building in the $12,600 
to $14,750 house bracket, votes for 
the stronger-patterned lock shingle, 
supplied by the J. B. Coe Lumber Co. 


Earl Maxwell, general manager of 
Munday, said: “With a 4-in-12 pitch 
and a variety of designs on the same 
block, each house must have individ- 
uality. The trend toward light shades, 
which we accept, tends to de-empha- 
size the roof. The texture of lock 
shingles helps bring back strength to 
the upper part of the house. 

“They don’t cost a nickel more to 
put on and we can offer a five-year 
warranty. We have also used standard 
three-tab shingles, sealed by hand with 
a half-dollar size gob of cement.” 


Western view. The use of extra- 
security shingles depends on the loca- 
tion, according to West Coast build- 
ers and dealers. 

Although rock or gravel covered 
roofs for low-pitch roofs is a custom, 
some dealers report increased inter- 
est in the adhesive or lock shingle for 
pitches even below 4-in-12. 

In the Doelger Heights subdivision 
in San Francisco, the sections of the 
houses facing the street are covered 
with a lock shingle while the hidden 
wing has a covering. 

Low-maintenance costs are given as 
the reason for many rental invest- 
ment projects on the Coast using self- 
sealers, the survey revealed. 


* Joseph R. Hahn has been promoted 
to the position of assistant to the 
general sales manager of Masonite 
Corp., Chicago. 


¢ Shifts in managerships of two of its 
largest plants are announced by E. L. 
Bruce Co. H. Kermit Magness, who 
until recently managed the Bruce 
plant in Nashville, has been appointed 
manager of the Bruce Memphis plant. 
Nicus M. Hicks has been promoted 
from assistant manager of the Mem- 
phis plant to manager of the Bruce 
Nashville plant, succeeding Magness. 


¢ Donovan Wilmot, vice-president in 
charge of product sales and distribu- 
tion for the Aluminum Company of 
America, Pittsburgh, has retired after 
46 years’ service with Alcoa. Lewis 
P. Favorite, manager, product sales, 
has been elected a vice-president to 
succeed Wilmot. 
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Green Thum tops 


all other small garden tools 


SALES PROVE IT. These sturdy, bright- 
steel tools, retailing at only 79c, are what 
most home gardeners want. They have eye 
appeal, price appeal and the unequalled 
selling magic of the name Green Thumb. 


@ ASH HANDLES SHAPED TO THE HAND 

@ BRIGHT-STEEL FINISHED HEADS 

@ BETTER TOOL DESIGN. Trowels for ex- 
ample, (your best sellers) have drop shank, 
extra strong construction 


BIG PROFIT FROM SMALL SPACE: Self- 
serve display rack merchandises balanced 
stock of small tools as matching line. Pro- 
motes impulse buying of multiple items. 
Tell your Green Thumb wholesaler you 
want “No. GTA Display Package”. 

THE UNION FORK & HOE CO., COLUMBUS, OHIO 


Makers of: RAZOR-BACK Shovels * FLEX-BEAM Forks 
Green Thumb Lawn & Garden Tools 


~..and 
still only 
79c retail 
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502 Liberty Wholesalers Name 
Vereen Managing Director 
Y Robert C. Vereen, managing editor, 
: Hardware Retailer magazine, pub- 
HTT lished by the National Retail Hard- 
TTT an ware Assn., Indianapolis, has been se- 
> lected as the new managing director of 
——— NZ soo | Liberty Distributors, Philadelphia a 
; In selecting Vereen, the nationwide 
o TRELLISES : = F: group of 33 hin nee 
Bim KG Eye. ate wholesalers, said greater emphasis will 
—_— " > fc 3s be placed on merchandising and pro- 
® FENCES 1TH ped i motion programs so that its retail cus- 
4 1 ve | y a tomers will be better equipped to meet 
; fh } | the challenge of other types of outlets. 
Vereen, who had been with Hardware 
Retailer for six years, assumed his new 
duties March 1. 
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* The West Coast Lumbermen’s As- 
sociation, Portland, Ore., announces 
that A. A. Zander has been promoted 
to advertising and promotion manager. 
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* Morrison Steel Products, Inc., Buf- 
falo, N. Y., announces two major 
management promotions. I. Morrison 
has been appointed president and M. 
J. Kohnstamm has been named execu- 
tive vice-president. 
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¢ Earl E. LeValley, president and gen- 
eral manager, Columbia Valley Lum- 
ber Co., Bellingham, Wash., reports 
that he has sold his interest in the firm 
and is retiring from active participa- 
tion in the management. He will, how- 
WE SUGGEST YOU ORDER FROM THESE FIVE Sonia anes Par ke 
SALES PROVEN ASSORTMENTS * been promoted to the position of gen- 
ITEM SIZE RETAIL A QTY. Baty. Carty. Dar. Eary. eral manager and Prentice Bloedel has 
Jo. 110 Trellis 15"x6’ $77. 6 12 12 24 48 become president. Morrie Tarte con- 
. 109 Trellis 18"x7” $2.29 12 24 tinues as secretary of the company and 

. 104 Trellis 24"x8’ $ 3.29 12 12 24 manager of all the retail yards. 

. 107 Trellis 24” x8’ $ 4.98 12 12 24 

. 216 Fan 6’ high $ 2.39 12 24 36 
. 305 Pergola high $21.95 3 6 
. 303 Arch 6Y," high $10.95 5 8 
. 502 Fence 12”x3’ S89. - 24 48 48 48 144 
. 509 Fence 18”x6’ s- $ «3.79 12 24 
. 71620 Roll Fence 16”x20’ $ 5.98 a 4 12 12 25 


TOTAL RETAIL $68.80 $113.68 $260.76 $504.24 $1,003.72 














104 























DEALER GROSS PROFIT $27.52 $ 45.47 $104.30 $201.70 $ 401.49 











ADDITIONAL QUANTITY DISCOUNT $ 7.82 $ 22.69 $ 60.22 
TOTAL WEIGHT (LBS.) 125 185 415 835 1,690 
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Pbttneseestricaed WOODWORKING COMPANY 
THE FOLLOWING ~ 

; 10 Beharrell Street West Concord, Mass. 
|* ASSORTMENT 21 West Taylor Street Chicago 5, Illinois 
“YOU DO IT FOR ME” is a new trend 
among homeowners. It will help to boost 
your profits, Steve Simon (left), general 
sales manager, Barclay Mfg. Co., New 
York City, told purchasing agent Larry 
Murphy and Marvin Carrin, Maxwell 
Lumber Co. The scene is firm's booth at 
recent Northeastern Retail Lumbermen’s 
Assn. convention. Simon said, ‘‘Do-it- 
yourself projects, together with broken 
fingers, lost tempers and budget break- 
downs, are being replaced by you-do- 
it-for-me projects.”’ 


A ba) Please send your complete catalog of 
over 200 Lawn & Garden Wood Products [| 





Company 





Attention of 





Street 
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20 ft. x 4 in. girth 40 ft. x 6 in. girth 100 ft. x 4 in. girth 


40 ft. x 4 in. girth 40 ft. x 8 in. girth 100 ft. x 6 in. girth 
100 ft. x 8 in. girth 


Lawnscape Trim is a big item —with a big markup! 
Reynolds line of seven different sizes now makes it possible 
for you to fill any customer’s need. Smaller sizes in con- 
venient “take-home” rolls promote “take-with” sales, sug- 
gest related garden items. Longer rolls can be cut with 
scissors to any desired lengths for a variety of installations. 
Reynolds Aluminum Lawnscape Trim is strong, rustfree, 
lasts indefinitely. Rolled edges make it more desirable for 
easy installation and complete safety. Order today through 
your distributor, or write Reynolds Metals Company, 
Richmond 18, Virginia. 


REYNOLDS ALUMINUM 


LAWNSCAPE TRIM 


TAKE-ME-HOME ROLL 


Stronger Because it's THICKER 


all —— tn 
a 4 f 
£) z zt ee 
at ‘ % 35 
: fs A : e 4 
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Watch Reynolds new TV shows 
‘Walt Disney Presents’ 
and ‘All Star Golf’ 
every week on ABC-TV 


REYNOLDS ALUMINUM 
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SYMONS 
Steel Stake 


f I~ Pullout hole 
for eas 
remova 


Can Be 
Reused 
indefinitely 


Easily secured 
to lumber— 
can be nailed 
every 1” 0.C. 


"1" beam design 
drives easier, 
holds best 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12", 
18”, 24”, 30”, 36” 
and 42” sizes. 


_<> Synms 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, Ill., Dept. C-9 


Piease send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 
deflection 





Nome. 





Firm. 











| Address 
] City. 


Va ee ee ee 


Zone State. 


























Expands 1959 ‘‘Showcase”’ 
Model Home Promotion 


The Masonite Corp., Chicago, is 
expanding its “Showcase of Famous 
Brands” model home promotion in 
1959 to include 12 house plans and a 
more comprehensive merchandising 
program. 

“Pattern for Living” is the archi- 
tectural theme of the 12 houses to be 
offered to lumber dealers this spring. 
Eleven of the homes were designed by 
Rudolph Matern, AIA, and the 12th 
is the NAHB Research-Masonite 
house built at Knoxville, Tenn., on a 
design by Bruce McCarty, AIA. 

“The ‘pattern for living’ theme is a 
scheme of architectural planning that 
will keep pace with changes in a 
family’s living patterns,” says Ray- 
mond S. Chase, Masonite’s manager 
of advertising and sales promotion. 
“The dozen plans give dealers a choice 
of designs best suited to their com- 
munity, available land sites and eco- 
nomic level of the area.” 

At the end of the promotion, the 
model home may be sold and a large 
part of the promotional cost recov- 
ered, Chase points out. 

Similar to last year’s sales aids, the 
1959 “Showcase” promotional mate- 
rial has been revamped and improved 
in the light of the experience of 150 
dealer-participants, who built 196 
houses worth nearly $5 million in 38 
states last year. 


Plans for Low-Cost, 
Pole-Type Hangers 


A portfolio of working plans for 
low-cost, pole-type hangars for pri- 
vately owned aircraft is available to 
dealers. It includes plans, details, 
elevations, material lists and instruc- 
tions for erecting 35, 42, 52 and 62- 
foot “T”-shaped hangars that can be 
built individually or joined in groups 
with low-cost, common wall parti- 
tions, for rental. 

Designs and plans were developed 
by Donald Patterson, structural engi- 
neer of Detroit. The portfolio may be 
obtained by sending a check for $3 
with order to American Wood Pre- 
servers Institute, Dept. AL, 111 W. 
Washington St., Chicago 2. 


Deft Sales Rise 31% 


General Manager Frank Desmond, 
Desmond Brothers, Los Angeles man- 
ufacturer of Deft Wood Finish, re- 
ports that the 1958 sales of Deft were 
31% above that of 1957. The firm is 
also planning a stepped up advertising 
and sales program for 1959. 


Buys Glass Division 


The eastern division of Binswanger 
& Co., Richmond, Va., has acquired 
the Glass division of the Warren Co. 
in Atlanta. “The new facility will be 
called our Atlanta Branch,” reports 
care vice-president Joe Nad- 
er. 

















Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
well-manufactured 


dependable quality, 


Appalachian Hardwood products. Con- 


sult them on your next requirements. 





*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 





Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Oak, Walnut, Poplar, Basswood, 

Geech, Cherry, Mahogany and Lavan Lumber. Do- 

mestic and imported Veneers. Hardwood Flooring— 

Oak and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





*Hamer Lumber Sales, Inc., Kenova, W. Va. 


Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenove, W. Va. 
Hamer Lbr. Corp., Appalachia, Va. 
d Lumber 


AA. — A lach tI, March 
ers 








* Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 
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American Lumberman, March 2, 1959 


BACK OF NAHB AND THE AFL-CIO'S support for the omnibus housing bill is 
a growing conviction that housing will need a shot in the arm during 
the last six months of 1959. 


The first six months is pretty much committed by now. .. mortgage money 
is pledged, land acquired and sales of houses each weekend exceed 
expectations. The final half is another story. 


By June builders say they will have sold homes to their best prospects 
- e« » those fairly easy financed with even the present FHA or with 
conventional loans. What they really want at this stage will be 

VA in business with 5% or 54% interest rates and plenty of direct 
Fannie Mae money from Uncle Sam. Given this arrangement, the new 

NAHB president, Carl Mitnick, declared that "we'll produce and sell 1.4 
million homes in 1959." 


STARTING OUTDOOR LIVING merchandising with a bang, the Craftwood Lumber Co., 
Highland Park, I1ll., is planning a giant season opening this month. 

This firm is neatly hurdling a major problem in selling lawn and garden 
items—getting off the mark with a flourish. 

Limping into the selling season on these items creates a bad impression 
on customers, but even more serious it reduces the chance of a big-ticket, 
one-stop sale to homeowners turning once more to their lawns and gardens. 
Records show that this sales package, at the beginning of the season, is 
the prime target—later sales are fill-ins, replacement and on impulse. 
EQUITY HOMES are far from glamorous, but they continue to sell, lately in 
greater volume. The recession is credited for some of the increase, but 
it should be added that improved packaging by dealers is another factor. 
Banas & Wrobel, Maybee, Mich., for example, sells a three-bedroom brick 
home for $9,900, less lot, in tremendous numbers. 

The employment picture is improving but a shell home has lots of 

appeal to the working man, whose memory is still sharp on short- 

time or no-work weeks last year. Another indication is National 

Homes' good sales results with their new shell house program. Volume 

is high enough to interest many dealers, who wish to supply buyers with 
various packages to finish the home. National, incidentally, will 

Send a material list to lumber dealers, who wish to promote finishing 
packages for their shell homes. 

LINEYARDS ARE GOING THROUGH CHANGES that will significantly alter their oper- 
ations according to preliminary findings of a new American Lumberman 
survey. Offices are being consolidated, personnel have been shifted 
and many unprofitable yards closed. 

New markets are being explored and several big lineyard chains have 
established plants to produce components for both homes and farm build- 
ings. Quite a few firms now have separate departments for buying land 
for homes and handling mortgages. 

While yards have been closed, at least one chain now has its biggest 
expansion program under way. Merchandising plans have also undergone 
drastic revisions to strip away fat for better sales results. All-in-all 
tougher competition for the independent dealer is shaping up. 


PANELING ON KITCHEN REMODELING jobs offers a growing potential because of the 
popularity of this product in new home building. Pick up most any 
consumer magazine and you'll probably see a kitchen with paneled walls 
matched to the cabinets. Even the appliance manufacturers see the 
trend . . . Show paneled walls in their ads. 

Older homes, especially, with walls needing expensive repairs, 

are very good targets for this sales pitch. A wall or two of pre- 
finished paneling could cost very little more than a renovated 
conventional wall. 
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4-Page “News’: 3,000 
Circulation in Town of 250 


The bi-monthly house organ you see above is 
written and edited by Fred Shaw and his staff at 
Shaw Lumber Co., Uniopolis, Ohio. 

Production costs for 3,000 copies are $85 per 
issue plus $45 bulk-rate postage, totaling $125. 
“And about six hours of our time,” said Shaw. 

“We think this is our most effective advertising 
because we are in a small village with only 250 
people, surrounded by a rich farming area. The 
Knot Hole News covers each home within about 
15 miles from all directions of our yard,” he 
said. 

Shaw has an arrangement with several manu- 
facturers on cooperative advertising in the house 
organ. 

Circulation grew from an original run of 500 
for the first issues in 1957. The paper is printed 
in Uniopolis. 

Editorial emphasis is on new packaged farm 
buildings, paints and other products sold by the 
Shaw Lumber Co. Each issue promotes “one stop 
service” and financing plans of the dealer. 
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Richard E. Spelts, Jr. 


Small Town Dynamo 


An outside sales crew is at the heart of the fabulous 
success of lumberman Richard E. Spelts, Jr., general man- 
ager of the Spelts yards in Nebraska. The smallest Spelts 
branch is in a village of 1,000 people; the largest of its 
10 branches in Grand Island, a city of 30,000. 

Sales for the 10-branch company jumped from $1 mil- 
lion in 1954 to $24 million last year. 

Spelts says that it is mostly due to having tools for 
telling the company’s story to people. That means archi- 
tectural service, building service—and salesmen. 


38 


“We bought farm directories which show the location 
and name of every farmer, locating him on a map,” said 
Spelts. “We call on as many as we can. We put in a wall 
map a colored pin to show where we have made a call. 
Each 60 days we change the color of the map pins, and do 
the calling job all over again. As a result, we know most 
of the farmers in each area. The sales have been fabulous. 
We cannot get enough draftsmen to take care of the busi- 
ness.” 

Profit is excellent, too, because the company sells serv- 
ice and labor. “We gross 27.2% on labor we sell,” Spelts 
says. 

Salesmen are obtained from the ranks of Fuller brush 
salesmen. Spelts explained that these men are well 
trained; persistent and pleasant. 

“We pay our salesmen $250 per month on a drawing 
account, 8 cents per mile for his car and other necessary 
expenses dealing with customers. 

“Then we pay them 5% commission on straight price 
sales, 3% on contractor sales and 2% on complete house 
jobs and commercial jobs. We close our books on these 
and pay the salesmen at the end of each month. 

“These salesmen don’t cost us a dime. The commission 
is figured on the job they sell. Our construction super 
doesn’t cost us either. 

“Our salesmen do not make calls on prospects until 
they have been working in the yard for 90 days. We 
train them during this period.” 

The salesmen are backed up with intensive direct mail 
and other promotion. 

Twelve high school boys were hired last summer to 
fill out cards on all houses in each small town. “These 
cards told us if a house needed a garage, etc. Then our 
salesmen worked from the cards. We have sold 710 
garages, just to name one result, in 18 months, in our 10 
towns. 
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Good Profits and Promotions 
By Small Town Dealers 


It's not all sunshine. But opportunities do exist for money- 
making lumberyards in small towns which are removed from 


big cities and suburbs. 


You may not get rich, but there’s a 
good living as a small-town lumber 
and building materials dealer. 

If you become a money-maker in a 
small town, this might be your pro- 
file: 

* You'll probably sell quality and 
give plenty of service. But there’s also 
opportunity for cash-and-carry in the 
small town. 

¢ You’re apt to have fewer worries 
than your dealer friends in the big 
cities. One worry, however, is to find 
creative salesmen. The nearer you are 
to a big city, the more you'll fret 
about cut-price competition and by- 
passing. The extent of these problems 
depends entirely on the section of the 
country you live in. 

¢ You'll be in a position to meet and 
beat outside competition by taking 
building contracts and controling the 
local construction scene. 

* To counteract high costs you can 
pool purchases with other small town 
dealers. 

The above profile is drawn from a 
cross-section spot check of dealers, just 
completed by American Lumberman. 
The study was made in market regions 
which contained fewer than 20,000 
persons, entirely separate from a met- 
ropolitan area. 

Profit advice. Most industry statis- 
tics are grouped by annual volume. 
Reports are made for yards under 
$175,000 volume; from $175,000 to 
$300,000 and over $300,000. That 
type of breakdown includes dealers in 
all types of markets, so the relative 
performance of small town dealers is 
not generally known. 

The last recorded net profit on sales 


before taxes for dealers with volume 
under $300,000, compiled from all 
association surveys, is 3.5%. 

In the spot check of small town 
dealers just made, most of whom are 
in the $300,000-and-under sales cate- 
gory, 1958 net profits were generally 
above the industry average of 3.5%. 

Two dealers, in fact, reported 13% 
net before taxes and one Wisconsin 
dealer reported a whopping 15% net 
last year. While it is true that these 
dealers are exceptional cases, they 
show that a profitable business is still 
possible, despite violent distribution 
changes and other industry problems 
of recent years. 

As one dealer said about a success- 
ful retail promotion he had just con- 
cluded: “The results would even sur- 
prise Art Hood!’’* 

Profit example: The Wisconsin yard, 
which reported a 15% net for 1958, 
is located in a market area of 20,000 
people, with about 20 competitors. The 
company has six people on its payroll. 
About 80% of its sales is to farmers; 
10% to town consumers and 10% to 
contractors. Its annual volume is be- 
tween $100,000 and $300,000. 

Both lumber and hardware are 
ranked as equally profitable by this 
dealer. His best selling newest line is 
steel. Room additions and farm struc- 
tures are his best-selling “packages.” 
He provides complete planning serv- 
ices but does not hire carpenters on 
his own payroll. 


* Art Hood, editorial chairman of 
American Lumberman, says he’s not 
surprised at anything a creative sales- 
man can do! 
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What’s the outlook for this profit- 
making dealer? “Very good” he says. 

An Oklahoma dealer enjoyed 14% 
net profit on sales before taxes last 
year. He serves an area of 2,500 per- 
sons. During the five years his busi- 
ness has increased about 30% and is 
now in the $100,000 to $300,000 class. 

His net profit has been increasing 
steadily during the past few years. It’s 
a three-man country yard, which gives 
no contractor discount, although a 
third of its business comes from con- 
tractors. Farmers account for another 
third and the balance is from local 
homeowners. 

This dealer spends about 142% of 
sales on direct mail and newspaper 
ads. His most profitable lines are lum- 
ber, hardware, paint and resilient floor 
coverings. 

“For this year business looks good. 
After that, it may slack off,” he pre- 
dicts. 

A three-man Minnesota yard re- 
ported a 14.3% net profit for 1958. 
About 70% of its business is from 
farmers. There are five major com- 
petitors. The owner says: 

“Business looks pretty fair as long 
as farmers have a fair income.” 

Collections, competition from job- 
bers selling direct and insufficient cap- 
ital are his major problems. 

A Nebraska dealer in a market of 
20,000, who has four major competi- 
tors, enjoyed a 12% net profit after 
taxes last year. He’s in the $100,000 
to $300,000 volume range. 

His only real problem is the lack of 
mortgage or construction financing. 
Again, about 70% of his trade is with 
farmers. He spends about 4% of 1% 
of sales on advertising, mostly on di- 
rect mail. Prefinished plywood panels, 
translucent plastic panels and farm 
aluminum roofing are his newest best 
sellers. Sizing up the future, this deal- 
er says: 

“We must offer full stocks, com- 
plete planning and contracting service, 

(continued on next page) 
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SMALL TOWN DEALER 
(begins on page 39) 





as well as delivery and the usual serv- 
ices. We must buy carloads or pool 
with other small town dealers to stay 
competitive price-wise.” 

Newcomers are tapping the small 
town market with success. For in- 
stance, a two-year old yard in a small 
Texas town with a total market popu- 
lation of 10,000, broke over the $100,- 
000 annual sales bracket within a year. 

In 1958, the second year in business, 
this yard netted 9% profit on sales 
before taxes! 

Hardware and paint spearhead its 
profit lines. The company has a staff 
of six people. “General outlook is good 
for the future,” the owner says. More 
emphasis is being given to homeown- 
ers rather than contractors. Home 
planning is part of the dealer’s service. 

The highest net profit reported from 
the south was from a rural Louisiana 
dealer, who earned 10% net last year. 

His major problems are competition 
from jobbers selling direct; competi- 
tion from out-of-town applicators; in- 
sufficient capital and lack of mortgage 
financing. 

He already furnishes some mortgage 
money but his business would be 
“much better” if he could obtain more 


money to finance “sweat equity” con- 
struction. Commenting on _ prefab 
houses, he says: 

“Prefabricators cannot build homes 
as cheap as the small contractors and 
especially do-it-yourselfers. The pre- 
fabs dont hurt us.” 

Confidence. The above dealers are 
outstanding examples ... but their 
optimism about the long-run outlook 
for small-town yards is shared by 
many others. An example of confi- 
dence came from a retailer in Frank- 
fort, Ill. He said: 

“Small-town yards can enjoy good 
business with fair profits if they will 
serve the customers with quality mer- 
chandise and personalized service. End 
packages presented by creative sales- 
people with proper financing will 
guarantee their future.” 

Out in South Dakota, the Ipswich 
Lumber Co. reported: 

“Business will always be good and 
in direct relationship to our crops. 
Small yards are going to get into the 
contracting end in order to survive. 
Yard-built farm units of movable sizes 
are and will become more popular. 
In order to be competitive such units 
must be mass produced at the yard. 

“Building in the yard shop must be 
combined with service. Yards that do 
not have service as their motto will 
have tough going. The customer wants 
a package at one price.” 





525 Hot Leads From County Fair 


“We gave away a picnic table at 
the county fair,” says Cliff Lundsten, 
Lundsten Lumber Co., Delano, Minn. 
“About 1,050 registered for the prize. 
A total of 525 filled in our question- 
naire, listing building projects they 
wanted. 

“The fair closed on a Sunday. Our 


first sale from the questionnaire was 
made the next day. That first sale paid 
all our fair expenses. Even Art Hood 
would be surprised at these results!” 

Lundsten’s mimeographed question- 
naire, with total number of inquiries 
for each listed project, was as follows: 


“| NEED HELP’ 


I plan to build .. I plan to remodel 


I would like literature ( 


____.) on items marked. 


Without obligation have your representative call ( 


Total Total 


Total 


Cut prices. In the survey, only a 
minority of dealers feared cash-and- 
carry giants. These reactions were 
made at the same time that American 
Lumberman learned that the giant 
Wickes Lumber plans new cash-and- 
carry yards in Missouri, Nebraska and 
Minnesota—and a second unit in Wis- 
consin. (Invariably when a Wickes 
cash-and-carry yard Opens, it draws 
farm and contractor trade from as far 
distant as 75 miles, as revealed in the 
original American Lumberman study 
published in 1957.) 

In areas where cash-and-carry or 
price-cutting yards have been most ac- 
tive, such as Michigan, Ohio and the 
southeast, some small-town dealers 
have been unable to survive. Others 
have changed to cash-and-carry or 
cash and carry plus a_ conventional 
service operation. Still others have tak- 
en the opposite tack: they have dou- 
bled advertising, pushed packaged 
farm buildings and home planning, 
increased land ownership for control 
of local construction. 

The W. K. Early & Son yard in 
Galax, Va., completely switched to 
cash-and-carry and is _ successfully 
competing with a nearby branch of 
Lowe’s, the giant low-price chain in 
the southeast. Manager Tim Pollard 
cut his operating costs from 24% to 
15%, pulled up profits over 60% by 
creating a “bargain” atmosphere for 
his small-town trade. 

Another example comes from Gur- 
nee, IIl., where the Nelson Lumber Co. 
switched to cash-and-carry in January 
1958 after operating in the conven- 
tional manner for 12 years. Wm. E. 
Nelson said that he has no bookkeeper 
now and no accounts receivables. He 
does arrange time financing through 
local lenders. 

Nelson studied the Wickes Lumber 
Co. cash-and-carry system, adapted the 
same system of sticking with the cus- 
tomer until the transaction is complet- 
ed. He says that he has not lost his 
contractor trade since switching to 
cash-and-carry. 

Dealer interest in combating cash- 
and-carry and cut-price competition is 
at an all-time high. Overflow crowds 
packed the Statler Hotel ballroom last 
month in New York to hear Art Hood 
on the subject, “How to Lick Cut- 
Price Competition.” (This is the sub- 
ject of Art’s “Management Workshop- 


checked Item. 
Fences 

Concrete feed floor 
Electrical equip. 
New well 
Heating equip. 
Plumbing equip. 
Paneling 
Fiberglass panels 
Chicken houses 
Wrought iron 
Cottages 
Fireplace 
Remodel upstairs 


checked Item. checked 
51 New home 34 
29 Modernize exterior 13 
37 Modernize interior 6 
21 New roof 10 
45 Paint exterior 25 
55 Paint interior 25 
23 New porch 28 
35 Enclosed porch 28 
28 New windows 19 
46 Comb. screens- 7 
storms 9 
31 Amusement room 25 
47 New Kitchen 30 Machine shed 
36 =“ Tile floors 11 Milk house 


(The last six items in the list above were written in by the prospects. The balance of 
the items were checked from questionnaire.) 


Item. 


Kitchen cupboard 
Builtin range 
Builtin refrigerator 
Finance plan 
Barn 

Pole barn 

Pole buildings 
Garage 

Hog house 
Granary 

Silo 

Corn crib 


in-Print” articles now appearing in this 
magazine. See page 92). 

By-passing. Some lumber dealers 
bitterly complain about by-passing by 
jobbers. Here is a typical statement: 

“IT believe that if all dealers would 
quit trying to cut each other’s throat, 
all would be better off. We should 
really put the pressure on wholesalers 
selling direct to anybody. 

“In this area there are all kinds of 
so-called wholesalers that will sell 
right through to the contractor and 
homeowners at a price usually just 
above the dealer’s cost. This should be 
made an issue in the American Lum- 
berman . . . try to get the manufac- 
turer to control their wholesalers. It 
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7 NEW PROFIT OPPORTUNITIES 
for you and your builder-customers 


You don’t have to “sell” these 7 new products. They 
sell themselves because any builder can see at a glance the 
cost-cutting possibilities they offer. 

And any product that cuts costs for builders, builds 
profits for you. For the full story of profit opportunities 
offered you by Quaker State, just send in the coupon. 











New Perforated Aluminum Soffit 
Material goes on fast; saves additional 
time because it’s prime-coated white. 
Perforations provide ventilation; elimi- 
nate the need for louvers. (Also avail- 
able non-perforated.) 


New Galvanized Roll Valley and 
Flashing is one of the more rigid roll 
valley and flashing materials offered 
on today’s construction market. 


New 1 or 2-sided Copper Vapor 
Barrier provides permanent seal 
around doors and windows. Or use 
with a mastic on footers to prevent 
water and moisture from penetrating 
basement. 


New Galvanized Building Shapes 
offer the trade a complete selection 
of trim to finish out’ many siding or 
roofing applications. Have strong 
reinforcing ribs. 


New Easy-to-use Galvanized Footer 
Forms for fast, inexpensive pouring of 
concrete footers, curbs, sidewalks, etc. 
Supported by '%2” reinforcing rods, 
driven through holes in flanges. They're 
re-usable! 


New Aluminum and Galvanized 
Termite Shields and pier caps are 
designed and fabricated to give maxi- 
mum service and protection from 
infiltration by termites. 


New Galvanized Wall Ties for tying 
brick to masonry, brick or masonry to 
frame, or brick or masonry to con- 
crete block. 
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Quaker State 
Metals Company 


LANCASTER * PENNSYLVANIA 


Makers of Aluminu:n Roofing and Siding in sheets and 

rolls for farm and industry, Alumi Roll Valley and 

Flashing, Aluminum Reflective Insulation and Vapor Bar- 

rier, Aluminum Building Shapes, Galvanized and Alumi- 
Al 





Utility Sheet. 





num Rain Carrying Equip 





QUAKER STATE METALS CO. 
Lancaster, Pa. 


Gentlemen: 


Please send me further details on the 7 new Q.S.M. 
Building Products and a complete catalog. 


NAME FIRM 
ADDRESS 
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fam a(_| Dealer [_} Distributor 


THE MOST COMPLETE LINE OF METAL BUHLDING PRODUCTS MANUFACTURED AT ONE SOURCE 





Packaged Farm Buildings — 
One Way To Control Farm Business 


Two competing rural dealers are 
successfully selling the farm and rural 
trade, controlling their sales with pack- 
aged buildings. 

Eldon Lee, Alexander, Ill. (pop. 
250) does it with pole-type buildings, 
which he sells complete and erected. 
Ten miles away, dealer Bob Curry, 
Jacksonville, Ill. (pop. 20,000) does it 
with steel-framed buildings for which 
he supplies all materials, but no labor. 
Both men give the customer a firm 
price for the complete building; Lee 
has his own building crew while Curry 
brings in a friendly contractor. 

Lee is partner in Crawford & Cal- 
houn Lumber Co.; dealer Curry is 
manager of Henry Nelch & Son. Lee 
buys concrete from Curry for the farm 
buildings he sells; aside from this, the 
competition is brisk yet friendly. 

The key to the sales success of both 
men lies in two factors: (1) both men 
get out of their offices to talk to pros- 
pects about building, not merely wait- 
ing for customers to come in and then 
talking building materials; (2) both 
men offer complete buildings for a 
lump-sum price, not just piles of ma- 
terials at so much per thousand. 

Sales methods. “It’s important to 
tell people what my building will do 
for them,” says Lee. “They have their 
problems and it’s up to me to show 
how my building helps solve those 
problems. 

“T talk modern farming to them. 
This means complete farming systems. 
Modern hog raising takes four spe- 





SMALL TOWN DEALER 


(begins on page 39) 





makes it darn rough on the good ones 
who will not sell to anyone. Is it pos- 
sible to do anything about this?” 

In Colorado, an organization known 
as the Allied Retail Lumber Dealers 
is combatting this problem. Some 60 
dealers buy together, sell together, in 
what is commonly known as a “vol- 
untary chain.” They try to buy through 
established wholesalers, who sell only 
to the dealer. Each dealer, of course, 
places his own retail price on the mer- 
chandise. Many of the dealers in small 
Colorado towns are enthusiastic about 
the merchandising help given to them 
by the Allied group, which hires a 
Denver advertising agency for pro- 
motion. The complete story is told in 
your November 24, 1958, American 
Lumberman. 

Promotion flair. Instead of switch- 
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Bob Curry Eldon Lee 


cial-purpose buildings, just to name 
one example. We don’t often sell all 
four buildings at once, but often a hog 
raiser will buy one building per year 
to up-grade his operation. z 

“There’s a bright future here. When 
I see the grain and livestock sales sta- 
tistics for my home county, I’m 
ashamed I don’t sell more,” Lee ad- 
mits. 

Learned hard way. Dealer Curry 
admits that at first he’d sell the steel, 
then see his customer shop around for 
the rest of the order. 

“But now we sell the complete build- 
ing, not just materials,” he says. “And 
we get full retail prices. For example, 
$160 per M for dimension lumber and 
$130 per M for metal roofing and 
siding sheets. Because of the economy 
of the building, we still sell the build- 
ing for a very reasonable price. 

“One customer paid us $8,000 for 
a barn, then turned around and bor- 
rowed $9,000 on it from a local lend- 
er. What better sign of value can you 
get?” 


ing to cash-and-carry, other dealers 


have intensified merchandising of 
building packages, extended credit fa- 
cilities and services. The story of Shaw 
Lumber Co., Uniopolis, Ohio, in this 
issue, is an example of outstanding 
small-town dealer promotion. 

The report on packaged farm build- 
ings on this page provides more evi- 
dence of dealer success in competing 
with cash-and-carry through package 
selling. 

Stretching markets. Through the 
medium of television, the Zurick and 
Zurick Lumber Co., Shamokin, 
Penna., has grown in 10 years from a 
one-room company to one of the lar- 
gest and most diversified lumber com- 
panies in central Pennsylvania. The 
complete story is told on page 45. 

The Glaser Brothers of Durand, 
Mich., is another example of stretch- 
ing a market. Through volume dis- 
counts and special services to contrac- 
tors, they have built a million-dollar 
volume in a town of 3,000. The volume 


comes from large cities some 25 miles 
away. 

Specialties. Another way which 
small-town dealers expand over the 
handicap of limited markets is through 
selected specialties. 

For instance, the Collins & Sons Co. 
in Troy, N. Y., has built a profitable 
$40,000 annual business in water sys- 
tems. The yard maintains a separate 
showroom for water systems and ac- 
cessories, sublets repair and _ installa- 
tion. 

Charles Collins, explains the value of 
such a specialty department: “Seldom 
does a sale end with a pump. It usu- 
ally includes a new bathroom or kitch- 
en or both—and all the plumbing fix- 
tures as well as building products 
needed to add to or remodel the 
house.” The average sale of a water 
system adds up to about $600, he said. 
The firm delivers to a 50-mile radius. 
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New Sales Ticket Allows 
Unit Cost Breakdown 

A standardized sales ticket with 
cost-of-sale columns has been made 
available to dealers by the North- 
western Lumbermen’s Association. The 
ticket is a snapout-carbon form sup- 
plied in either triplicate or quadrupli- 
cate. 

The top sheet has two extra co'- 
umns for writing your unit costs and 
extensions of costs. These may be 
compared easily with selling prices and 
extensions for detailed profit manage- 
ment. 

“More and more dealers are costing 
their sales tickets every day,” com- 
mented Northwestern’s executive sec- 
retary, William H. Badeaux. “This en- 
ables them to spot pricing errors quick- 
ly and know their gross profit on every 
sale. Sales ticket costing repays the 
dealer many times over for the time 
and effort put into it.” 

The new sales ticket is 842” x 7” 
torn-out size, with stub on the left side. 
The tickets are imprinted with name, 
address and town to the dealer’s spe- 
cification, and conform to his num- 
bering system. The first print order 
was made shortly after February 15. 
Additional printings will be made dur- 
ing the year. 

Badeaux said 5,000 copies of the 
three-part ticket costs $18.32 per M; 
100,000 cost cost $9.42 per M. Forms 
for ordering may be obtained from the 
Northwestern Lumbermen’s Associa- 
tion, 1013 Fourth Ave., South, Min- 
neapolis 4, Minn. 
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MIXED LOADS 
a Specialty! 


PROMPT SERVICE 
a Certainty! 


You can DEPEND on Bradley-Southern 
for BIG A QUALITY and FAST 
SERVICE! Our two big pine mills and 
one hardwood mill assure ample stocks 

at all times. Look to Bradley-Southern for 
BIG A QUALITY pine dimension, 


flooring, boards, siding and paneling. 


Call us for Bradley Brand Straightline 





Oak Flooring. Rely on us for immediate 
shipment of OAK AND PINE SPECIALTY 
ITEMS, everything from Interior and 
Exterior Moulding and Trim to Stair 
Treads, Thresholds, Door and Window 


Jambsand Hardwood Furniture Dimension. 





Tell us what you want... WE HAVE IT! 


We Offer you ONE-STOP service for EVERYTHING 
In Lumber for Home Building! 


BRADLEY-SOUTHERN DIVISION 


POTLATCH FORESTS, INC. 


WARREN, ARKANSAS 


Home of Famous Bradley Straightline Oak Flooring—None Finer! 
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Dealers Prosper Despite Cut-Price Competition 


Population growth in many areas gives plenty of business 
for all. One yard revamps discount system, slashes retail 
lists 10%, but gets more net profits. 


Population growth of metropolitan 
areas has spread to many small towns, 
which only a few years ago were com- 
pletely independent of big city com- 
petition. 

Price operators have followed the 
population expansion, especially to the 
project builders. Such is the case in 
Longmont, Colo., a town of 8,000 
which is 30 miles north of Denver. 
The Longmont market today is about 
30,000 people. 

Due to the influx of homeowners, 
sales volume of the four long-estab- 
lished lumberyards in Longmont has 
been going up despite new price com- 
petition. Sales today in each of the 
yards runs more than $300,000 an- 
nually. 

Example. One yard reported that 
since 1953 its sales have increased 


more than 400%. Last year this yard 
netted 642 % profit on sales before tax- 
es, up 1% from the previous year. 
The yard caters mainly to homeown- 
ers and farmers, along with the small 
builder (less than five homes a year). 

In order to meet outside price com- 
petition, the yard slashed prices 10% 
across the board. Formerly there was 
a sliding scale of discounts ranging 
from 5% to 12%, depending upon 
volume. 

“We had numerous complaints from 
farmers on this discount system,” the 
manager said. “The small purchaser 
felt his money was just as good as the 
next person. So we went to a 10% 
slash. Now we have a policy of only 
2% discount for 30-day accounts.” 

Prosperous farm business in the 
erection of machine sheds and milk 


parlors are proving important “pack- 
ages.” These are mainly steel struc- 
tures. 

Hardware, tools and store merchan- 
dise now account for about 40% of all 
sales. Floor tile has shown the biggest 
jump in the past year, saleswise. Ad- 
vertising is about 1% of sales. 

A $10,000 remodeling of the yard’s 
32’x50’ sales floor has just been com- 
pleted, with a hefty increase in store 
inventory. 

This yard itself finances many a 
new custom home. “In this manner 
we can rely on the consumer or the 
contractor to deal with us exclusive- 
ly,” the dealer explained. 





Wage Hike 

Minimum wage rates for lumber 
dealer employes will be raised from 
75¢ to $1 an hour if recommendations 
to the upcoming Wyoming legislature 
are accepted from State Labor Com- 
missioner Paul Bachman. 
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THE LUMBERMAN'S ACTUARY 
John W. Barry 


In one book, here are answers to almost 
any estimating problem you may have. 
Use its tables to compute lumber feet 
and price per piece or by the thousand, 
discounts, areas, wages, pricing units 
of shingles and wallboard, mouldings, 
other building materials. Most compre- 
hensive edition ever: now 560 pages; 
top dollar page revised upward to $400 
per M, with starting unit price of $20. 
Easy and quick to use: cut-in index tabs 
give instant reference to any page; 
cover is durable fabricoid with stitched 
binding to lie flat; convenient 52” x 
84" in size 


HANDY LUMBER CALCULATOR 
bi peach a PEGS 0 549.) 20-000 cdhenre 50c 


A useitul pocket size manual including 
a lumber calculator for standard sizes, 
log rules, estimated weights of lumber 
and useful miscellaneous lumber tabu- 
lations. 
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WOOD INDUSTRIES DICTIONARY 
Nelson C. Brown 


CYCLOPEDIA OF BUILDING 
TERMS 


Here in one source is a concise, com- 
prehensive explanation of the indus- 
try's terminology. Over 1500 terms and 
definitions, and over 300 abbreviations 
make it a valuable reference. 


Compiled by American Lumberman.50c 


Useful to newcomers in the industry 
and experienced personnel alike. A 
handy reference to: over 1,000 building 
terms, charts and tables; fundamentals 
of light construction; legal terms con- 
nected with the building field., 
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[J The Lumberman's Actuary 
(.] Handy Lumber Calculator 


Name 


AMERICAN LUMBERMAN, INC., 59 E. 


Enclosed is my check in the amount of $ 


MONROE ST., CHICAGO 3, ILL. 
for the books | have checked 


] Wood Industries Dictionary 
(_] Cyclopedia of Building Terms 





Address 





City 


Zone State 








Lo 
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HIGHWAY STORE in 
the Line Mountains of 
Pennsylvania draws 
trade from all of 
central Pennsylvania. 
It serves both home- 
owner and contractor 
trade. 


Dealer Grows Big in Small Town 


Bill Zurick proves that an aggressive promoter of brand 
names, using regional television, can broaden any market. 


A lumberyard which opened 10 
years ago between Shamokin and 
Treverton, Penna., at the southern tip 
of the soft coal region, is now one of 
the largest and most diversified deal- 
ers in central Pennsylvania. 

The expanded volume was achieved 
despite a decline in the local coal 
economy which began right after the 
yard opened its doors. 

Young Bill Zurick, who entered the 
retail lumber business on his dad’s ad- 
vice, says it’s a matter of promotion, 


FLEET OF VANS is essential for Zurick 
and Zurick because almost 90% of cus- 
tomers are from outside the local vil- 
lages. Daily delivery is offered to all 
points in the region. 


BUILTIN APPLIANCES are sold as part of 
house packages to contractors by enter- 
prising Zurick & Zurick Lumber Co. 


plus full lines of brand names in build- 
ing products, paints, tools and other 
specialties. 

The yard is known as Zurick & 
Zurick Lumber Co. Bill said: 

“Perhaps the name was a bit pre- 
tentious during the first years. Of ne- 
cessity, I was president, yard boss, 
driver, handler and salesman. In fact, 
I was practically the only employe on 
the payroll.” 

It took a month to sell the first load 
of 15,000 feet of lumber. Today, more 
than 50,000 feet per day leave the 
yard via trailer-trucks. “Immediate 
service” is given to a whole region. 

Zurick started his sales climb when 
he decided he must seek new markets. 
His problem was to literally reach out 
over the Line mountains to Philadel- 
phia, Harrisburg and Lancaster. 

This decision coincided with the en- 
try of television to Lancaster. Zurick 
recognized its regional sales power. 
Lancaster is 40 miles from the yard. 
An evening world news program on 


BILL ZURICK demonstrates his newest 
retail line—a multi-purpose power tool. 
Paints, floor tiles are other lines carried 
by this ‘one-stop’ lumber dealer. 
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chanel 8 out of Lancaster has since 
become an established “Zurick and 
Zurick” tradition. 

Zurick began to reach distant mar- 
kets. The offer to contractors and 
builders to call collect for estimates 
resulted in orders from all points in 
the state, even as far south as Balti- 
more, Md. 

“It was obvious at first that builders 
and contractors used the free service 
simply to get a quote. But after they 
heard our determined story to be of 
service, the orders were in the bag,” 
said Zurick. 

Almost 75% of the big orders came 
from outside the local towns. Almost 
overnight, Zurick bought more land 
for expanded facilities, built new show- 
rooms. Since then, “over-the-moun- 
tain” customers have increased to al- 
most 90% of the total sales volume. 

Every year has seen an increase in 
volume to its present level of over 10 
million feet of lumber annually. While 
the company offers complete credit 
and financing, most sales are on a 
cash basis. 

Profit-builders. Zurick builds his 
volume by selling brand name spe- 
cialties, hardware, millwork and ap- 
pliances. An initial order might in- 
volve lumber, but by the time the 
builder has completed the house, Zur- 
ick has supplied the heating system, 
paints, flooring and the kitchen, in- 
cluding appliances. 

One of his newest lines is power 
tools, with a plan to conduct demon- 
strations and a school for builders and 
homeowners. 

Before taking on a new line, Bill 
Zurick first determines if the product 
will sell. In the case of the multi-pur- 
pose power tool, he personally learned 
to demonstrate it. 

He put the power tools to his TV 
test—a one-minute commercial. Sev- 
enteen of the Power Shops were 
sold in three months, adding good prof- 
its to the booming lumber end of the 
business. He has done the same with 
floor tile and paints, to mention only 
two of the retail store lines. 
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When you paint, remodel or build, give your cabinets extra eye appeal 
with beautiful Amerock cabinet hardware. The finer styling and long- 
lasting beauty of Amerock hardware cost surprisingly little. There are 
beautiful Contemporary, Colonial, and Modern patterns and finishes to 
suit every decor 

SEE YOUR AMEROCK DEALER... He will be glad to show you 
samples and suggest a style and finish to meet your requirements. 
Amerock Contemporary pulls start at 39¢ retail. 


Easy-to-install Amerock Hide-A- 
Shelf Hardware gives you out-of-sight 
appliance storage with instant pull-up 
convenience. Hardware locks at both 
desk height and counter height for use 
as needed. Adjustable spring tension 
for varying weights .. . accommodates 
any width shelf, 


Convenient Amerock Turn-A- 
Sheives eliminate groping in dark, 
hard-to-reach corner cabinets. Easy to 
install. Hardware includes center post, 
pivot hardware, beautiful Copper-Glo 
steel shelves, and reversible shelf brack- 
ets for wooden shelves. For use with 
full-round shelves or pie-cut corner 
shelves. 


4 


Dept. AL93 Amerock CORPORATION, Rockford, Illinois | 


Fill in below NAME COMPANY ADDRESS” CITY & STATE 


i in in 





it | 3 
BUILDING 
Better Homes Ahandens a 1 


KITCHEN Bi Home Modernizin 
IDEAS “ecco es 
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in her reading... 
in her home... 
in your store! 








Aimerock 
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Idea Man Boosts Sales 50% 


The spirit of youth shows that small town markets can be expanded. Young 
lumberman Heinie Neidig sells ideas to farmers; promotes lumberyard 


building activity. 


BOOKWORK helped young lumberman Heinie Neidig bone up on merchandising and build- 
ing materials. The Elgin (Texas) yard manager puts in many evenings studying his business 
and checking back on jobs, completed or in the works. 


Heinie Neidig, 27, moved from a 
truck driver to a branch yard man- 
ager for the Barnes-Jones Lumber Co. 
in Elgin, Tex., in just one year. After 
taking over the job, he boosted sales 
50%. 

Elgin is a small town of 3,800, cen- 
tered in a rich farming area. Three 
large brick factories are the town’s sole 
industry. 

Neidig grew up on his family’s farm 
outside Elgin. He followed up high 
school with two years of farming and 
ranching with his father. When faced 
with a bad drought, Heinie decided to 
give up farming. As he put it, “the 
farm wasn’t big enough for my Daddy 
and I.” 

So he took a job driving a truck for 
the Barnes-Jones branch in Elgin in 
September, 1952. A few months later 
he started doing some part-time book- 
keeping in the lumberyard office, us- 
ing his high school training. He was 
appointed assistant manager in Janu- 
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ary, 1953, where he “got his experi- 
ence” for the manager’s job. 

Just one year after leaving the farm, 
Neidig was made manager of the 
branch. He had planned to be in the 
lumber business “until the rains came”; 
but like many a temporary job, the 
lumberyard has held him since. And 
no wonder: he has shown how to tap 
the potential that lies in every small 
town market. 

Farmer’s friend. While Neidig left 
the farm behind, he has not left the 
farmer. Neidig figures a lumberyard 
can average about $250 a year per 
farmer. 

His boyhood farming experience, 
where “remodeling barns got me in- 
terested,” has been valuable. In fact, 
he would be hard-pressed to run the 
Elgin yard without the farm back- 
ground, he said. 

Keeping eyes open. But while farm 
experience is helpful, it doesn’t make 
you a lumberman. For a newcomer, 


Neidig’s advice is to forever “keep 
your eyes open”’—for construction 
methods, how and what people buy. 

The young Texan was trained by 
J. E. (Jack) Owen, former yard 
manager and new general manager and 
vice-president of the Barnes-Jones 
string headquartered in Austin. 

Neidig first kept his eyes open when 
he hauled lumber on the job. He not- 
ed, for instance, how much lumber 
was needed to lay a certain floor. He 
would take 15 to 20 minutes to check 
each job. On remodeling, for exam- 
ple, he saw that some wall sections 
were tough and might throw off the 
contractor’s estimate. He checked 
which kinds of siding would go up 
faster on different walls. 

Once Neidig moved from the truck 
to the front office, he worked closely 
with Owen, who schooled him with a 
wealth of lumber background. 

Night checks. Manager Owen went 
over jobs on hand each night with his 

(continue on page 52) 
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HOMEWORK for yard manager often 
occupies spare moments in the corner 
of his parent's farm home. 


“aoe 4 


CONTRACTORS ARE CHECKED by Nei- 
dig both on and off jobs. Yard sells 
builders, using them for sub-bids on both 
new construction and remodeling. Con- 
tractors account for 20% of volume. 


PHONE CALLS for ‘‘counsel” is made to 
former yard manager, now Barnes-Jones 
general manager in nearby Austin. 


“COLD CALLS” put Neidig on the road. 
Above, he studies details from manufac- 
turer's catalog before making a pros- 
pect call. 


JOB CHECK by Neidig, who goes over 
working drawings in front of home built 
by lumberyard. An architect modifies or 
details plans when needed. Architect's 
fee can be included in overall price or 
billed as an extra, as case demands. 
Contracting, both new and remodeling, 
makes up 25% of overall yard volume. 


FARMER CUSTOMERS get personal 
touch. Neidig checks jobs in work, 
often gives tips that can make 
construction easier for farmer. At 
left is pole-frame shed supplied 
by the Elgin yard. Farmers ac- 
count for 30% of total sales. 


Continued on 
page 52... 





NOW! CERTIFIED PROOF-FORD TRUCKS COST LESS... 


"59 Ford Trucks Win | 
— average 25.2% 




















*59 Ford pickups running one of the 
Economy Showdown courses set up by 
the research engincers, Like all the new 
‘59 pickups tested, these are regular 
stock models with a standard six-cylinder 
engine, 3-speed transmission and stand- 
ard rear axle ratio. 


All tests 
conducted and results 


CERTIFIED 


by America’s foremost 
independent automotive 
research organization* 

*NAME AVAILABLE ON REQUEST. 

Send inquiry to: P.O. Box 2687 


Ford Division, Ford Motor Company 
Detroit 31, Michigan 


© Biggest comparison tests of truck gas mileage ever 
conducted by an independent research firm! 


e Pickup models of all six makes tested in all kinds of driving! 
e Both new and used trucks tested—534 units all told! 


The difference between the right truck 
and the wrong truck can cost you hun- 
dreds of gallons of gas the first year 
alone! 

A pretty startling figure? It’s just one 
of many findings from the most far- 
reaching tests of truck fuel economy 
ever made. 

These tests dug out the actual facts 
on gas mileage the only way they could 
be gotten—every truck pitted against its 
brother in an Economy Showdown. 

To keep the tests fair and impartial, 
Ford Motor Company went to America’s 
leading independent automotive testing 
firm. The project was outlined, the funds 
provided, and the Economy Showdown 
became solely the research organiza- 
tion’s baby. 


FIRST TESTS—NEW '59 TRUCKS 


Standard six-cylinder models of the six 
leading half-ton pickups first were put 
through exhaustive road trials. All ’59 
trucks — Ford and competitive — were 
bought from dealers, just as you would 
buy them. After at least 600 miles break- 
in, all were brought up to manufacturer’s 
recommended specifications. 

The trucks were then tested at con- 
stant speeds of 30, 45 and 60 miles an 
hour. Next came stop-and-go tests, 
ranging from moderate city traffic to 
normal retail delivery operation. Accel- 
eration rates were carefully timed in 
each gear to insure accurate results for 
all makes. Here are the results—certified 
by America’s foremost independent 
automotive research organization. 
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Economy Showdown USA 
better gas mileage: 


CERTIFIED SHOWDOWN RESULTS 


The ’59 Ford Sixes, in every test, aver- 
aged more miles per gallon than every 
other make! 

Combining all tests, the 59 Fords led 
the average of all other ‘59 pickups by 
25.2%. 

To put it another way, for every 1,000 
miles driven, the 59 Fords gave an extra 
252 miles gas free. 

For the typical truck owner driving 
10,000 miles annually, this would amount 
to a saving of 129 gallons of gas the first 
year alone. 


WHAT’S THE SECRET? 


How can a’59 Ford Six make four gallons 
do the work of five in other trucks? 

First, of all pickup Sixes, only Ford has 
modern Short. Stroke design. This new 
type of engine is basically far more effi- 
cient than the long-stroke Sixes of other 
pickups—most of which were born before 

Norld War II! 

Second, to this modern engine Ford 
has added a new economy carburetor. By 
metering fuel more precisely in both low- 
and high-speed ranges, Ford’s new car- 
buretor boosts gas mileage in every type 
of driving. And it’s standard at no extra 
cost. 


WHAT SPEED GIVES BEST ECONOMY? 


Economy Showdown tests reveal that, 
with any make truck, actual miles-per- 
gallon depend upon the kind of driving 
you do. In normal retail delivery oper- 
ation, for example, gas mileage drops to 
less than half that obtained at a steady 30 
miles per hour. 

High speeds are hard on economy, too. 
At 60 mph, it takes 16 gallons to go the 
same distance that 10 gallons will take 
you at 30 mph. 

You can’t always tailor your driving to 
get absolutely maximum economy, of 
course. But of this you can be sure. No 
matter where or how you drive, no other 
leading truck will give you the gas savings 
of Ford’s modern combination: Short 
Stroke Six plus new economy carburetor. 
Economy Showdown USA proved it! 

Your Ford Dealer now has the full re- 
port of Economy Showdown USA. Why 
not call him today and get the whole story 
firsthand? 
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HOW NEW ’59 SIXES RATE 


IN GAS MILEAGE 





"59 FORD 
SIXES GIVE 


25.2% 


more miles 
per gallon 
than Make 


“Er 


31.1% 


more miles 
per gallon 
than Make 


— 


9.6% 


more miles 
per gallon 
than Make 


“ea? 


of 
42.6% 
more miles 
per gallon 
than Make 


— 


or 
22.0% 
more miles 
per gallon 
than Make 


a 


25.2% 


more miles 
per gallon 
than the 
average of 
all makes 





IN ONE YEAR 
(10,000 miles) 
FORD SAVES 





129 


gallons 
of gas 





160 


gallons 
of gas 





gallons 
of gas 


49 





219 


gallons 
of gas 





113 


gallons 
of gas 





129 


gallons 
of gas 








in. 


they 


Everybody knows that gas mileage falls 
off as a truck gets older. But how fast, 
how far? 499 pickups were tested. In 
these tests, the 59 Fords were tested 
without break- 

As you can see, gas economy tends 
to drop sharply somewhere between the 
second and fourth years . . . 
after six years. Had the new 
been broken in (as all 1959 trucks were 
in the tests above), 
achieved a much greater advantage. 
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Go FORD-WARD for savings 
FORD TRUCKS COST LESS 


LESS TO OWN... LESS TO RUN... LAST LONGER, TOO! 
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ORGANIZED STOCKING of lumber in bins has proved helpful. Neidig learned need 
for efficient warehousing when he was a truck driver—he had first-hand knowledge 
of loading delays which result from unorganized stocks, which prevail in so many 


small yards. 





SMALL TOWN DEALER 


(begins on page 39) 





assistant, reviewing the estimating aft- 
er jobs were completed. These back- 
checks, Neidig said, helped him “see 
where we did wrong.” 

Neidig handled repair and remod- 
eling jobs at first, feeling his way into 
the contracting end of the yard’s 
business. He worked with both labor 
and materials on turn-key jobs. 

He learned how to get sub-bids and 
followed up to a finished job. 

30-day school. To supplement his 
on-the-job training, Neidig attended a 
30-day lumber course at the Southern 
Methodist University in Dallas. The 
course covered law, estimating, mer- 
chandising, grading lumber and blue- 
print reading. 

Barnes-Jones paid the expenses, in- 
cluding tuition, of about $200. Nei- 
dig was a serious and appreciative stu- 
dent. He learned a great deal in classes 
and also learned from the bull sessions 
with other students. 

The Elgin lumberman feels that ev- 
ery dealer should have some refresher 
course every four or five years. Un- 
fortunately, the Southern Methodist 
course which proved so helpful to Nei- 
dig is not now available. 

Homework. Neidig did not leave his 
bookwork behind in Dallas. Texas 
A&M, a state university, publishes lit- 
erature and books on lumber, particu- 
larly for farmers. Neidig has found the 
A&M blueprint service helpful for 
poultry houses, barns, etc. 

Control the sale. Neidig has made 
the yard headquarters for contracting 
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jobs. In addition he has developed busi- 
ness from the local brick factories. 
The percentage of business at Elgin is 
30% to farmers; 20% to the brick 
companies; 25% self-contracting and 


20% to contractor-builders. 

Neidig is strong for the contracting 
end of the business. “Anyone who is 
not contracting had better get with it,” 
he said, “or else close the door.” 

The Barnes-Jones branch sells the 
contractors or builders and also com- 
petes with them. The builders are not 
too happy about this, but they will buy 
from Neidig. Some get his sub-bids on 
jobs handled by the yard. 

Neidig rings doorbells for remodel- 
ing work when time permits. He works 
with an Austin architect for detailing 
or modification of stock building 
plans. 

Plants ideas. Neidig’s main angle in 
dealing with the farmer is to give him 
ideas. Once he accepts an idea, the 
farmer will buy the materials. Neidig 
helps them with construction tips. He 
refers to A&M literature, often checks 
on jobs with the farmer for a per- 
sonal assistance. 

“Ninety percent of the farmers build 
their own structures,” Neidig said. He 
is a firm believer in the “old pile of 
lumber.” Few farmers will build a new 
unit such as a barn or shed from 
scratch with new lumber. The trick is 
to keep them supplied with a “pile of 
lumber” on the farm. Since the pile of 
lumber is found to be part of any pro- 
ject, an idea will simmer and pretty 
soon the farmer is buying more materi- 
als to complete the job. 

Neidig also follows farm magazines, 
keeping in touch with both advertis- 
ing and articles. They help him get 


PAINT DISPLAY covers one wall of El- 
gin store. Reserve stocks are kept in 
warehouse. Complete store interior is 
slated for renovation, using modern dis- 
play techniques. 


ideas and keep conversant with farm- 
ers’ problems. 

Handling plan. The young manager 
is not resting on his laurels. He has 
expanded yard contracting and in- 
creased sales to the local brick people. 
Now he is finishing up what might be 
called “departmentizing” the ware- 
house. 

Previous jobs were hard to load 
with much lost time in finding the 
right stock, Neidig learned as a truck 
driver. For instance, he found gyp- 
sum board scattered all over the 
place. 

It has taken about six months for 
Neidig to get the yard straightened to 
his liking. He worked with his book- 
keeper, yardman and driver (the full 
branch staff) to sort lumber in bins by 
length, size and width. Now he can 
“walk” the shed and check stock 
quickly. Loading is faster. 

Future plans call for wire and roof- 
ing outside the warehouse with spe- 
cial sheds to protect these materials. 
Farm sheds may be used to give an 
example to his rural trade. The store 
interior is also to be modernized. 

Advertising is not overlooked by 
Neidig. Display space is used in the 
local newspaper. Home remodeling is 
pushed, with seasonal angles such as 
“add-a-room before Christmas.” FHA 
home improvement rates are promot- 
ed. Roofing materials are advertised 
in the fall, while insulation and paint 
are spotlighted at the most advantage- 
ous time of the year. 

Making calls and tending shop must 
be backed up by consistent advertis- 
ing, the sales-making young Texan be- 
lieves. 
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< © U.S. Arr Force ACADEMY 
Colorado Springs, Colo. 


New SENATE OFFICE 
BUILDING 
Washington, D. C. 


MIssour! RIVER BRIDGE 
St. Charles, Mo. 


CHENNAULT AIR FORCE 
Base, Lake Charles, La. 


BISSONET PLAZA 
New Orleans, La. 


Minot Arr BasE PROJECT 
Minot, N. Dakota 


Route #15 Bypass 
Amity Hall, Pennsylvania 


Carre CANAVERAL MISSILE 
CENTER, Cocoa, Florida 


FooTBALL STADIUM 
Indiana University 


GLENWOOD 
REDEVELOPMENT PROJECT 
Minneapolis, Minn. 


B&D—ON THE JOB AT ALL TOP 10! 


uaiiaietastonteaetentintoen 


1. CoNTROL IN THE Woop... light, balanced, easy 
to adjust, accurate guide. 

2. BLADE Won’r Quit... no clutches or overload 
gimmicks necessary to protect the B&D-built motor. 
3. SAFETY . . . totally-enclosed, guarded blade; auto- 
matic release switch. UL-listed. 

4. Economy .. . fast, accurate cutting produces more 
and better work. 

5. STRENGTH . . . with new, heat-treated reinforced 
brackets and shoes. 


foo -- 


‘a 
poke dal tab BUY 


BLAC 4 DECKER | BLACK & DECKER TOOLS | 
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Yack’ Deckers |=: 


Towson 4, Md. « World's Largest Maker of Electric Tools 


America’s top construction jobs 
pick the world’s toughest saws— 


Tlack& Decker 


Why do they pick Black & Decker? For better 
control in the wood. For easy handling. For 
dependable operation. And now, new features 
offer you even more sales advantages for these 
high-performance saws. 


Black & Decker Saws turn out the work 
fast, with less maintenance . . . and more 
customer satisfaction! Dealer satisfaction, too 
—you’re selling a quality product! Ask your 
B&D supplier about B&D Heavy-Duty Saws. 


Be Met PBs ah ap 


pore 


BaD 9%" 
H.D. SAW 


B&D 8%” 
H.D. SAW 


B&D 8” 
H.D. SAW 


B&D 7%" 
H.D. SAW 


B&D 6%" 
H.D. SAW 


| Look Under 
“TOOLS-ELECTRIC” 
in <S. anal 
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LADIES BARGAIN COUNTER is piled high with baskets, dish 
drainers, rubber gloves and a dozen other hargain items 


that will break the ice for a bigger sale. 


89c Broom Lea 


ROYAL VALUES COUPON 


aaa 


a j 
aon-r | 


REG. $1.49 


WITH 
COUPON 


89: 


Attractive and well built 
with durable broom corn. 
Clip this coupon NOW and 
bring it to our store anytime 
this month. You'll sove 60c. 


Any additional Brooms may be purchased 
WITHOUT A COUPON for $1.29. 


ROYAL VALUES COUPON 


BROOM AD COUPON was responsible 
for a $700 sale and many smaller ones. 
Note broom without coupon is $1.29. 
Several items are priced cash-and-carry, 
but everything is priced. 
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MONTHLY DIRECT MAIL FLIER is full of specials, 
some cash-and-carry items. Toilet seat coupon sold 


120 units in 10 days. Flier also promotes free build- 
ing consultation service. 


ds to $700 Sale 


Sale coupon lure women to dealer's hard-to-find store. 
Ladies Bargain Table is springboard to big-ticket remodeling 
packages. Toilet seats prove a ‘‘sleeper."’ 


This is the story of how an 
89¢ broom led to a $700 sale. It’s a 
story that Joe Trentadue can repeat 
many times with a new and interesting 
punch line in dollar profits. 

The story opens two years ago in 
Decatur (pop. 7,200) Ind., where Joe 
and his partner, Kenneth Arnold, op- 
erate the Arnold Lumber Co. 

“We sit on a siding behind the 
freight yards,” explains Joe. “You 
practically need a map to find the 
place. And Sears is only 17 miles 
away on one of our best roads.” 

Customers arrived at Joe’s place at 
the rate of about 20 a day, nothing 
to get excited about. Then things 
started to happen. Along came cash- 
and-carry. First, it was a Wickes yard 
20 miles down the road. Then Adams 
Builders Supply, another c&c yard, 
opened right on Joe’s doorstep in 
Decatur. 

“What we going to do?” Joe and 
his partner asked each other. “Well, 
we decided to fight fire with fire,” 
replied Joe. Direct mail and adver- 
tising did it. 

Joe is a member of Hardware 
Wholesalers, Inc., a Ft. Wayne dis- 
tributor with a complete promotion 
program. His first mailing of 4,000 


bargain circulars last April contained 
plans for a tool shed. The ad sold 
six. Then Joe started using monthly 
coupons in his newspaper ads and 
bargain circulars. You had to have 
the coupon to buy the advertised 
bargain. 

Toilet seat turmoil. Toilet seats 
were the first special. Joe’s employes 
thought he was crazy when 144 toilet 
seats arrived and were piled ceiling- 
high; in 10 days he had sold 120 
at $2.95 apiece. 

“We didn’t make anything, but we 
drew crowds,” laughs Joe. 

Then came the 89¢ brooms, an- 
other coupon promotion which ran 
in a quarter-page newspaper ad and 
the monthly direct mail flier. Two 
days after the ad ran, a woman came 
into the store and opened her pock- 
etbook, where Joe could see _ the 
contents. Down deep was the crum- 
pled broom coupon. 

But here’s the sleeper. She didn’t 
pull it out. Too proud, Joe thinks. 
Instead, she dragged out a rough 
sketch for storage cabinets she 
wanted, but her husband said would 
be too expensive. 

The woman asked for a rough es- 

(continued on page 60) 
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AYN QWAY 


TRINITY WHITE 
SELLS? 


IT’S THE WHITEST WHITE PORTLAND CEMENT 


A fine 
product — consist- 
ently advertised to 
the buyers in your 


territory 


TRINITY |: 


PORTLAND CEMENT 


Clon ot walercrooged, 


Stock it for use N 


in architectural concrete 
units... stucco... terrazzo... 
cement paint... ornamental, 

light-reflecting and mis- 


cellaneous uses 


A Product of GENERAL PORTLAND CEMENT CO - Chicago - Dallas - Chattanooga - Tampa ~ Los Angeles 
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Giant Sales Boost for Dealers Selling 
Building Products of Alcoa Aluminum 


ALCOA’S '59 PROMOTION TO 
REACH 67,000,000—PLUS! 


PITTSBURGH, PA.— Aluminum Com- 
pany of America has launched a mam- 
moth new promotional campaign to help 
manufacturers and dealers sell more 
awnings, screens, windows, doors, insu- 
lation, hardware and other building 
products made of Alcoa® Aluminum. 
With a combination of network radio, 
national consumer advertising, two net- 
work television shows and dealer dis- 
plays, Alcoa will bring the story of 
lighter, brighter living to prospects and 
buying influences across the nation. 


ALCOA BUYS EIGHT FULL WEEKS 
ON NBC-“*MONITOR” 


PITTSBURGH, PA.—On March 21, Alcoa 
began a schedule of 80 five-minute 
vignettes on Monitor—the top-rated 
NBC radio program that reaches an 
estimated total audience of over 
16,000,000 every week end. 

The theme of the vignettes is: Better 
Homes for a Better America. These 
vignettes consist of interviews with im- 
portant spokesmen in the building in- 
dustry and related fields. One minute 
and twenty seconds of each vignette is 
devoted to the Alcoa commercial mes- 
sage. Ten vignettes are scheduled per 
week end for eight continuous weeks. 


TIE-IN OPPORTUNITY 


Dealers and manufacturers can ex- 
ploit this sales-building promotion to 
direct prospects right to their doors by 
purchasing adjacent spots through their 
local NBC stations. It means they will 
be contacting prospects at the moment 
they’re thinking about a new home or 
home modernization. 


ALCOA SCHEDULES ADS IN 
HOUSE & GARDEN AND SUNSET 
MAGAZINES 


PITTSBURGH, PA.—More than 1,000,000 
readers of Sunset and House & Garden 
magazines will read about Care-free 
building products of Alcoa Aluminum 
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every month during the selling season. 
Included will be thousands of actual 
prospects, all of them looking for the 
Alcoa Care-free tag as a guide to lighter, 
brighter living. 


TWO ALCOA NETWORK 
TELEVISION SHOWS BRING THE 
CARE-FREE STORY T0 50,000,000 


PITTSBURGH, PA.—During 1959, the 
popular Alcoa Theatre and the new dra- 
matic show, Alcoa Presents, will feature 
hard-hitting commercials on residential 
building products of Alcoa Aluminum. 
Many thousands of actual prospects 
will be among the audience of over 
50,000,000 watching these shows over 
200 or more stations. Dealers can cash 
in on a preconditioned market by pur- 
chasing spot announcements before or 
after the show. Details are available 
from local NBC and ABC stations. 


ALCOA OFFERS FREE STORE 
DISPLAY FOR DEALERS 


PITTSBURGH, PA.—To help dealers tie 
in with its big ’59 promotion, Alcoa has 
made available a colorful mobile display 
free of charge. 

Intended to act as a reminder to sales 
people, as well, the display’s outstanding 
value is in establishing dealers as head- 
quarters of Care-free building products 
of Alcoa Aluminum. Local Alcoa sales 
offices have full details. 


Your Guide to the Best in Aluminum Value 


WE CHOSE 


ALCOA ©. 
ALUMINUM | 


MILL PRODUCTS fe 


ALUMINUM COMPANY OF AMERICA 





sno fue Hone 


For Exciting Drama Watch “Alcoa Theatre,” 
Alternate Mondays, NBC-TV, and “Alcoa Presents,” 
Every Tuesday, ABC-TV 
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GUS THE COUNTERMAN 











“PRICE-CUTTING is a contagious disease, 
which is easily passed from dealer to customer 
by merely saying five words ‘Il can sell it 
cheaper."’ 


Don't Fire Gus, Teach Him to Sell’ 


That's the advice of a veteran building materials’ salesman, 
who looks at you and writes a candid report. 


By Bert DeVore 
District Sales Manager 
The Maco Corp., 
Huntington, Indiana 


Why are the building specialty out- 
lets capturing so much of the really 
profitable portion of the legitimate 
lumber dealer’s business? 

Perhaps it’s because the lumber 
dealer is one of the oldest, unreformed 
tradition-bound, retail businesses fac- 
ing the consumer today! Let me de- 
scribe a typical lumberyard in a city 
of 50,000 or under. 

The counterman is a friendly, agree- 
able, salaried man who had been a 
carpenter. Gus couldn’t get accus- 
tomed to the seasonal lack of weekly 
paychecks as a carpenter, so he now 
has a 7 to 5 job that makes use of his 
carpenters’ knowledge and gives him 
a weekly paycheck the year round. 

Gus has worked for the John Doe 
Lumber Co. since World War II. He 
waits on the contractors and home- 
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owners, knows where things are and 
sees that the materials are delivered; 
he does the pricing and estimating and 
may even help with the simple book 
work of inventory. 

Good guy, but . . . A steady, con- 
servative man to fill a responsible job. 
If you’d ask Gus who this or that 
salesman is, he may know, but it’s 
plain to see he doesn’t care and would 
rather not be bothered. 

Gus is a good-enough man, but 
unprepared by background or training 
to assume the responsibilities he has 
acquired. How many Gus’es are hired 
because they know how to figure 
board feet? But Gus can be developed; 
let’s not throw him away. 

Let’s see how Gus handles a custom- 
er with a house plan. This customer 
has had his plan figured for him by at 
least two other lumberyards. So far, all 
he’s heard is “price”; no one has shown 
him anything distinctive. This cus- 
tomer is about ready to settle for 
second-best merchandise when a little 


selling and explaining why one product 
might be higher priced than another 
would make him start to think quality 
in place of price. 

Price selling is a contagious disease, 
which is easily passed from dealer to 
customer by merely saying five words: 
“I can sell it cheaper!” 

Gus prices the plan and quotes the 
customer. If the customer doesn’t faint 
Gus feels he might be close to his 
competitor’s price. The only way he 
really will know is when the customer 
returns some time later. If the cus- 
tomer doesn’t return, it doesn’t enter 
Gus’ mind to call and find out why 
he lost the job or if it’s just delayed. 

Your yard? I went into a dealer’s 
yard the other day and asked how 
three structures were developing. The 
dealer had drawn the plans and fig- 
ured the materials involving approxi- 
mately $60,000. What was the answer? 

“I'm _ sorry, I haven't heard for 
several weeks just how things are go- 
ing. Maybe another dealer got the job 
or maybe” etc., etc. 

Does this sound like your lumber- 
yard? Have you reached out to mer- 

(continued on page 60) 
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WHICH ALSYNITE PANEL IS 10 YEARS OLD? 


New Superglazed Alsyule panels 
Guaranteed 10 years! 


That’s right! Alsynite guarantees its new Superglazed fiberglass 
panels to maintain their color, texture, strength and heat resistance 
for 10 full years or they’re replaced! 

This first performance-guarantee in the industry means greater 
customer appeal... greater customer satisfaction... greater sales 
volume for you. 

Superglaze is the exclusive new formulation that gives Alsynite 
far greater resistance to erosion than any other fiberglass panel on 
the market today. 

Alsynite backs it up with a guarantee that is straightforward and 
strong. And any panels replaced under this new guarantee are from 
the manufacturer, not from the dealer’s stock. Write today for the 
full, exciting story. 
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ALSYNITE COMPANY OF AMERICA 
Dept. A-3 + San Diego 9, California 


Send full details on Alsynite’s new 
Replacement Guarantee and Superglaze. 


TN ee 
COMPANY occee cesarean 

ADDRESS — 

1) __ STATE — 


PLANTS IN CALIFORNIA, OHIO, NEW JERSEY 
DISTRIBUTORS IN PRINCIPAL CITIES. 








DON’T FIRE GUS 
(begins on page 58) 





chardise? Are you still bound by the 
tradition that your customer must 
come to you? Are you still the “least 
line of resistance dealer?” 

A manufacturers’ representative can 
usually fit his lumber dealers into five 
categories: 

1. The traditional yard in which 
you find “Gus.” 

2. The fast-buck yard. (“I won’t be 
under-sold.”’) 

3. The non-merchandising yard. 


(“I'll buy your item when I get a call 
for it.””) 

4. The cash-and-carry yard. This 
yard emphasizes the traditional yard’s 
theory that the customer isn’t interested 
in anything but price. 

5. The merchandising yard. This 
dealer eliminates competition by crea- 
tive selling, handling exclusive prod- 
ucts. 

Leg work pays. I’m convinced, after 
years of selling experience, that the 
dealer can help himself by getting out 
of the office and calling on his cus- 
tomers. It may be a surprise to see 
some of the faces that are only names 
in a ledger now. 

What can be done to make this 





The new custom-finished 





pattern across the building. 


BRENTWOOD* PATTERN 
in Nova Shake-Panels 


The Brentwood Pattern produces a fresh, striking exterior no other 
shake can offer. This entirely new shake finish comes only on Nova 
Shake-Panel, 16%” x 46%”. The smooth Cedar texture is striated at 
random intervals with heavy, tapering V-grooves. The ends of the 
panel are V-grooved to form invisible joints and present an unbroken 





break? First, don’t get rid of Gus, but 
get him acquainted with the salesmen 
who sell you the prime merchandise. 
These men know their products and 
will tell Gus how to sell, where to sell 
and what competition to expect. 

Let Gus promote by calling on 
contractors, architects and prospective 
buyers. Give him a commission or 
bonus arrangement to get him away 
from the 7 to 5 routine. 

Finally, keep price books current 
and look for exclusive and distinctive 
merchandise to promote. There isn’t 
anything more embarrassing than not 
having the price at hand because the 
price book isn’t current with the prod- 
uct on display. Don’t be afraid of the 
new, if it has been properly tested. 

Remember how long it took the 
lumber dealer to accept asphalt 
shingles in place of wood shingles? 





SMALL TOWN 
(begins on page 54) 





timate—$200, Joe said, suggesting an 
on-the-spot check, which the woman 
agreed to later in the day when her 
husband arrived home. As Joe shep- 
herded her to the door, he tactfully 
pointed out the broom bargain, if she 
could produce the coupon. This she 
did and Joe made quite a scene Te- 
jecting one or two perfect brooms 
before making a selection. Result: 
one more broom sale; profit, 4¢. 

Two hours later. Later that same 
afternoon, Joe signed up the storage 
cabinet job for $185, but not before 
noting that the living room windows 
steamed up badly. Result: an estimate 
and later sale for 25 storm windows. 
From the 89¢ broom ad mushroomed 
a $700 sale. 

Joe runs other specials, too. Floor 
tile at 5¢. Of course these are the 
dark, unpopular colors and his alert 
salesmen almost always trade up the 
customer to 12¢, 13¢ and 14¢ tiles 
with the glue at full markup in every 
case. 


This custom-finished panel surpris- 
ingly has the same low price as regular 
Nova Shake-Panels. And all the 
construction features of Nova Shake- 
Panels are there. The highest-grade 
Cedar Shakes are electronically glued 
and pressed onto a standard wood-fiber 
backer. The waterproof glue is not 
used in spots, but on almost the entire 
surface to be adhered. Wide shiplaps 
give a positive joint. 

The Brentwood-Pattern Panel is nailed 
conventionally over sheathing, with the 
application economies of fast coverage. 
For full data, use the coupon. 

*Pat. Pending 


Nov SALES Send the literature and/or specification data checked: 


7 © Nova Shake-Panel © Novafold Doors 
“A: trenton 3, N.J. © Nova Shakes O Nova Cedar Closet Lining 


© Nova Brentwood Pattern Shake-Panel 


For the best in Shake finishes 


“Two years ago, this was a man’s 
...Nova Shake-Panel 


lumberyard,” says Joe. “A woman in 
our place would have felt like a bump 
on a log. I changed all that. You 
wouldn’t think this is a lumberyard, 
I’m selling plastic wastebaskets, iron- 
ing board covers and brooms. 

“These are strictly leader items on 
the Ladies Bargain Counter. This is 
just a device to give the women a 
chance to loosen up and walk around 
the store. A woman generally has two 
or three other items in her hand by 
the time she leaves. 

“T couldn’t be in business without 
the girls, you might as well face it,” 
smiles bachelor Joe. 

Family shopping is encouraged at 
Joe’s, where the kids get lollypops to 
keep them quiet and the women snap 
up irresistible bargains and lure their 
husbands into signing for big-ticket 
remodeling jobs. 


The regular Nova Shake-Panel 
has a grade of Shakes all its 
own—#1 Novagrade. A polymer- 
ized paint finish on the shakes 
is equal toa first-grade exterior 
house-paint job. In addition, 
this top-quality panel offers the 
choice of conventional nailing- 
or application with the Panel- 
clip, with or without sheathing 
This is the only shake-panel 
that can be used without face- 
nailing. Use the coupon for 
full data. 














A wholly owned subsidiary of 
Homasote Company NAME 


R 
In Canada: Homasote of Canada, a 


Ltd., 224 Merton St., Toronto 12, Ont. CITY ZONE STATE 
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GRAINED PASTELS 


New Vina-Lux Grained Pastels are keyed to the new trends 


in wood paneling and furniture finishes . . . 8 soft, elegant colors 
that sell themselves on sight. Best of all, Grained Pastel styling 
runs completely through the tile... and this great new selection 
gives you all the famous Vina-Lux “plus” features — 
superior cleanability and durability — extra resilience and resistance 
to scuffs, stains and spills. More proof that Azrock is first with 
the newest! Why not call your Azrock distributor for details today? 


AZROCK FLOOR PRODUCTS DIVISION 


UVAI.DE ROCK ASPHALT CO. 5923D FROST BANK BLDG. SAN ANTONIO, TEXAS 


MAKERS OF VINA-+LUX AZROCK AZPHLEX DURACO 
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POWERFUL ADS FOCUS ON 
DO -IT-YOURSELFERS ALL YEAR 


CBS Network Television show 
spearheads Armstrong's program 
to increase sales to home mechanics 


Do-it-yourselfers in your area will be deluged all year long 
with ideas and tips for home fix-up by Armstrong. Arm- 
strong Circle Theatre, seen in 115 areas on CBS, will 
demonstrate in living action how easy remodeling is and 
the advantages of using Armstrong do-it-yourself floors, 
and other products designed especially for home mechanics. 
Hoors, like Excelon Tile and 


Armstrong do-it-yourself 


(Armstrong 
CIRCLE THEATRE 
CBS-TV 


PLoMoleleReofeve: 


Persuasive commercials for Armstrong do-it-yourself 
floors are seen by 20 million viewers on Circle Theatre 
CBS-TV—alternate Wednesday evenings, 


Linoleum Tile, will be featured every other week, in effec- 
tive commercials that show how remodeling makes homes 
more comfortable and more fun to live in. There'll also be 
the famous room interiors in Armstrong magazine ads 
that have tremendous influence with do-it-yourselfers. 

By showing people really appealing home ideas, the big 
magazine campaign works up interest in remodeling with 
the floors, ceilings, lumber, paints, hardware, and tools you 
sell. Identify your yard prominently with Armstrong ad- 
vertising and products and you'll make lots more money. 


Booklets, movies, answers to 
do-it-yourselfers’ questions 
back up advertising drive 
A multimillion dollar advertising campaign isn’t the only 


weapon in the Armstrong remodeling arsenal. There are 
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many others, all at work encouraging do-it-yourselfers to 
make changes and additions to their homes. For instance, 
Armstrong sends out hundreds of thousands of books and 
pamphlets on remodeling and redecorating. Every month, 
Armstrong advertising in magazines as well as on TV 
draws in many mailbags full of letters from people asking 
how to build things shown in the ads. All are answered 
with helpful suggestions that make people even more 
eager to remodel or redecorate their homes. 


Armstrong also provides color-sound movies that play up 
home improvements. (Showing these films could well boost 
your business this winter; they’re excellent for do-it-yourself 
clinics. If you’re interested, call your Armstrong flooring 
salesman.) By constantly hammering away at do-it-your- 
selfers, Armstrong keeps them alert to the advantages of 
remodeling their homes. 


BUREAU OF RETAIL ADVERTISING 
GLAD TO WORK UP PLANS FOR YOU 


Free! “Armstrong Retail Advertiser” is mailed regularly 
to dealers selling Armstrong floors, It’s loaded with 
helpful facts, Notify your Armstrong salesman if you're 
not getting it, Ad-mats, display signs, and other helps 
also available from him. 


Did you know that Armstrong will custom design a com- 
plete advertising program for your business? It will, at no 
charge. Advertising experts will work up campaign plans 
and budgets, ad-mats, layouts, radio and TV scripts, mer- 
chandising signs, and information. They'll also give you 
ideas on how to cash in most effectively on Armstrong 
national advertising. Just write to the Bureau of Retail 
Advertising, Armstrong Cork Co., Lancaster, Pa.. and state 
your needs or talk to your Armstrong flooring salesman. 
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dealer of the month 


Trim, rugged self-service tile rack displays an impres- 
sive 30 cartons of Excelon Tile. Top shelf is used to 
show Armstrong booklets, selling gimmicks, extra tiles. 


is needed to get do-it-yourselfers to buy Excelon. 


back-up inventory. 





EXCELON TILE STARS IN ROCK ISLAND LUMBER CO.’S 
ENTRY INTO DO-IT-YOURSELF SELLING 


Wichita yard sells over 1000 cartons of Excelon in first year 


Wichita, Kansas, Jan. 17—Early in 1957, a local branch 
of the Rock Island Lumber Company jumped on the 
do-it-yourself bandwagon. Right from the start, Excelon 
Tile was a major item in the selling program. The store 
manager reports he’s found Excelon to be a most profit- 
able item, and that the very minimum of salesmanship 


Because the demand for Excelon is steadily heavy, the 
store finds it advantageous to keep on hand at all times 
about 200 cartons of the tile. Thirty cartons are promi- 
nently displayed in a tile rack—the remainder is in 
The manager figures on a five or six 
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Across aisle from tile racks are self-selling displays of 
Armstrong adhesives, home mechanic’s kits, Customers 
buy these when they buy floors. Lower ledge, seen left 
in picture, lets them work out design effects in tile. 


times yearly turnover of his stock of Excelon Tile. 
Sales-making display and promotion 

The self-service display of Excelon Tile lets customers 
look over tiles at will, without taking up salesmen’s time. 
Armstrong promotional literature and magazine ad re- 
prints give customers data on floors. Yard management 
has also found that tying store displays in with TV com- 
mercials for Excelon on Armstrong Circle Theatre is a 
persuasive selling device. And Rock Island Lumber’s own 
newspaper and radio ads for Excelon have been effective 
in bringing in new customers and stimulating repeat sales. 








Popular new pattern in 
Armstrong Linoleum Tile 


"Decorelle” has lots of style— 
sells at very low price 


ee be 


“Decorelle.” 


Classy floor, Popular price. 


Here's 


The just-introduced Decorelle pattern in Armstrong Lino- 
leum Tile is a hot addition to the Armstrong lineup of 
do-it-yourself floors. This floor provides the features that 
most attract do-it-yourselfers. It comes in the flexible, 
easily handled service gauge. It costs just a few cents per 
tile. The smart colors and design effect do a lot of deco- 
rating. Check on “Decorelle” Linoleum Tile with your 
Armstrong Office or wholesaler salesman. 
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PICK LOCAL BEST-SELLERS 
FROM 4 TYPES OF ARMSTRONG 
DO - IT-YOURSELF FLOORS 


When you sell Armstrong do-it-yourself floors, you can 
select from five different types of tile, twelve designs, 
scores of colors. All types are designed specifically for 
easy home-mechanic installation, preventing complaints. 
All sell at full markup. Here is a quick run-down on the 


patterns available in each type of floor: 


EXCELON TILE (vinyl-asbestos) 

Metallics Styletones 

Woodtones Designers Series 

Corkstyle Straight Grain 
Spatter 


LINOLEUM 
Decorelle 
Parquet 
Decoray 


CORLON TILE (vinyl) 
Granette ASPHALT TILE 
Woodtones 
Spatter 
Corkstyle 


Straight Grain 


CORK TILE 3/32” 
Greaseproof 


Your Armstrong flooring salesman can help you set up a 
stock plan centered on the types, patterns, and colors 
that go over best in your market. Talk to him about it. 
There’s nothing but profit in it for you. 
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Win yourself this carload 


while you get acquainted with America’s broadest 


Big promotion going on! Two weeks 
from now, this same Flintkote flatcar 
starts rolling into big space ads in LIFE 
and SATURDAY EVENING POST. 
Other powerful selling ideas are com- 
ing up in READER’S DIGEST too. 
The purpose: to demonstrate that 
Flintkote makes the broadest line of 
building products in America, and to 
help everyone who moves Flintkote 
products into the homes of America. 
While the whole country’s getting a 
look at the length and breadth of 
Flintkote’s line... youcancashin... 


win yourself every can, case and carton 
you see above! 
Or you can win the equivalent in cold 
cash... $5000. Or win one of 121 other 
cash awards! 

EASY TO ENTER! 
Read the official entry rules (right). 
Complete the entry blank in this ad and 
mail it to FLINTKOTE CARLOAD 
CONTEST, Box 7A, Mount Vernon 
10, New York. Hurry! Each entry 
must be postmarked no later than 
April 15th, 1959 and received by 
April 21st, 1959. 


Nothing to buy! 
122 chances to win! 


GRAND PRIZE 

Three choices: 

e The products shown on the 
flatcar illustrated. 
The equivalent in Flintkote 
Building Products of your 
choice. 
The cash value, $5000.00. 


Plus 121 Cash Awards 
2nd Prize $500 cash 
20 third prizes, each $100 cash 
100 fourth prizes, each $25 cash 


Enter today! Filintkote’s $10,000 CARLOAD CONTEST 






















emanate tenet CAI IS 


or *5,000 in cash 






T Guess 


how many building ig. 
products the Flintkote 
Company makes and 
guess the total shipping 
weight of the products 
on this flatcar. i 





line of butlding products 


(1) Only one entry per person. Each entry must be mailed 
separately and may be submitted on either the official 
entry blank or on ordinary paper bearing your name and 
address 


2) Entries will be judged by the Reuben H. Donnelley Cor- 
poration on the basis of accuracy of answers to (a) the 
number of different products the Flintkote Company makes 
and (b) the total shipping weight of ali the products shown 
on the flatcar in this advertisement. 


(3) In the event of a tie, tied contestants will be asked to 
complete the following statement in twenty-five words or 
less: “The Flintkote line of products is a good line because 
.... Ties will be broken by judging these statements on 
originality of thought, logic, clarity and conciseness of ex- 
pression. In the event of a final tie, duplicate prizes will be 
awarded. The decision of the judges is final. 


FLINTKOTE CARLOAD CONTEST RULES 


(4) This contest is open to all dealers, distributors, builders 
specifiers and architects in the continental United States 
and Canada, except employees (and their immediate famil 
ies) of The Flintkote Company, its affiliates and their 
advertising agencies 


5) This contest is subject to all Federal, state and local 
laws, ordinances and regulations, and is not open to con 
testants in any area where state or local laws, ordinances or 
regulations render participation illegal 


6) All entries, contents and ideas therein become the 
property of the Flintkote Company to be used as it sees fit 


7) Winners will be notified personally or by mail about six 
weeks after the close of the contest. Names of the winners 
will be available about 60 days after the close of the contest 
to those sending stamped, self-addressed envelopes to 
FLINTKOTE CARLOAD CONTEST, Box 7A, Mount 
Vernon 10, New York 
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OFFICIAL ENTRY BLANK 
FLINTKOTE CARLOAD CONTEST 


The number of building products 
made by the Flintkote Company is 


products shown on the flatcar is 
Pounds, Ounces. 


Mail to: 
FLINTKOTE CARLOAD CONTEST, 
Box 7A, Mount Vernon 10, N. Y 
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new PRODUCTS 


New Inquiry Card on Back Cover Brings More Facts 


Lawn & Garden Shopping Guide 












































Portable Utility House 


A new folding portable aluminum utility house sets up in 
seconds from a flat, folded unit to an on-the-spot extra storage 
space 642’ high x 61’ long x 4’ wide. Hinged construction of 
Strong aluminum allows quick set-up by two persons. No 
nuts, bolts or screws are needed, maker says. Windows are 
of unbreakable clear plastic. Folds flat to 642’ x 4’ x 7%” 
thick and may be easily carried on station wagon, cartop or 
carrier. All metal, riveted latch on door can be padlocked. 
Ideal as a storage space for garden tools and outdoor furniture, 
as a playhouse for children or storage shed for livestock feed. 
It’s also useful as a construction office or a parking lot shelter. 

Market data. Distributor cost for a Utility House is $150; 
price to dealer is $175 and the suggested retail price is $249. 
Available now through distributors, it is an item for both con- 
tractor and consumer sale. Minimum dollar investment for a 
dealer is $150 less 25% sample discount. Mirro Aluminum Co., 
Dept. AL, Manitowoc, Wis. 
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A New Design in Garden Arbors 


The graceful styling of this 
California redwood = garden 
arbor is pointed up in the patio 
weave lattice and the box-sil- 
houette effect of the roof. It is 
especially designed to add a 
decorative touch to any out- 
door living area. One of the 
many new designs of the 1959 
spring season, it is designated 
the No. 9307 arbor. Suggested 
retail price is $24.95; usual re- 
tail markup on cost is 40%. 
Concord Woodworking Co., 
Dept. AL, 10 Beharrell St., 
West Concord, Mass. 
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Garden Hose & Sprinkler Rack 


Dealers may feature garden 
hose, flexible sprinklers and 
lawn edging in less than five 
square feet of floor space with 
the new Supplex circular rack. 
Sturdily constructed, it may 
be wheeled to any place in the 
store or on the sidewalk. The 
entire unit only measures 
262” in diameter and stands 
42” high. Comes kd for easy 
assemblage and storage. Deal- 
ers may obtain the display rack 
for $10 from their jobbers or 
direct from Supplex Co., Div. 
of Amerace Corp., Dept. AL, 
225 North Ave., Garwood, N. J. 
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Wonder-Boy for 1959 


The 1959 model, called 
the Wonder-Boy 575, in- 
corporates a new 5% hp 
Briggs & Stratton engine 
that is said to deliver 44% 
more hp and a new 32” ro- 
tary lawn mower attach- 
ment. Suggested retail price 
is $325. Cooperative adver- 
tising allowances are avail- 
able. Simplicity Mfg. Co., 
Dept. AL, Port Washington, 
Wis. 
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(More product ideas for 
the lawn & garden continued on page 69) 
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NEW FROM BRUGE 


for remodelers 


BRUCE Crestwood FLOOR 


3/8” x 2” PREfinished strip flooring in an 
attractive, easy-to-handle nested 8 ft. carton 










POPULAR NEW “DO-IT-YOURSELF” 
FLOORING HAS THESE ADVANTAGES 
@ %” thick solid red oak—endmatched and sidematched 


@ Very easy to instali over old wood floors or standard 
wood subfloor 


© PREfinished for beauty and durability 
@ Nails and laying instructions in carton 


° part. for protection and ease of storage and handling 
—weighs 34 lbs. 

e@ Easy to figure and price—each carton contains flooring to 
cover 25 sq. ft. 

© Stacks neatly—takes up little space 

© Priced to compete with best resilient floor coverings 

@ Leads to sale of other products for remodeling work 

© Advertised in “do-it-yourself” magazines 























FREE DISPLAY PANEL 
This attractive display really sells 
Crestwood, Actual panel of flooring 
with colorful sign tells the story. 
Display furnished free with initial 
order for 1000 ft. or more. 


















MAIL FOR CRESTWOOD PRICES 
AND LITERATURE 


E. L. BRUCE CO. 
BRUCE 1740 Thomas St. 
Memphis, Tenn. 


Send complete information to: 


NEW BRUCE 


NAILRITE 


makes it easy to lay 
Crestwood Flooring 






nail at 
proper angle 











This unique tool fits tongue edge of Name 
Crestwood, protects face of flooring, : 
Bit : Company_ 
and prevents splitting of tongue. Posi- 
tions nail at proper angle and sets to Address__ 
Sets nail right depth. Costs only $2.50. 
to right depth , 
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FAST PROFIT 
YEAR-ROUND 
wo eK&« 
2ARCLIE 
KD. CANOPY AND 
AWNING KITS 






































extruded aluminum framing. 


Reinforced fiberglass panel with heavy-duty oo / a 
— 


5 STYLES — PRE-CUT, READY TO PUT UP. 
EACH KIT COMPLETE (CONTAINS ALL mathonaie eacartioed ot 23.98 


Individually packaged for easy 


HARDWARE AND INSTRUCTION SHEETS) stocking, quick handling. 
CHOICE OF CORRUGATED OR STEP-DOWN, ; : 
These awning and canopy styles are also available 


IN 5 DECORATOR COLORS. 
Get in on the sweetest-selling canopy under the sun 
...and snow! Superior styling, exclusive 
INFRABLOK ® (lets light thru, yet blocks out 


sun’s hot infra-red rays) and amazing put-up ease 
endear these Barclite kits to homeowners. 
It’s a 12-month best seller — and our crinkle finish 


gives even greater year-round weather protection — o> )| 
so keep it on view all the time. Beautifies and 


adds value to every home. That’s why the 
turnover’s fast, the profit easy! pes 


Order from your distributor now! 


BARCLITE CORPORATION OF AMERICA, DEPT. AL3, BARCLAY BUILDING, NEW YORK 51, NEW YORK 


A CTP AS <P: Commi ba 
S Good Hoeseteeplg 
oy Re ras soveansse WOT a 
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Border Fences 

Offered in white or chartreuse plastic 
base baked enamel finish, two new 
rugged, all-steel border fences are 8”- 
high overall. They are easily pushed in 
the ground to form a square, even or 
zigzag border for trees, garden, shrubs 
or walk and also easy to remove and 
reset when trimming or working on the 
garden or lawn. Called the 10’ Junior 
accordion folding border and the 4’ 
Junior folding border and tree guard, 
the new fences are offered to supple- 
ment the maker’s 18”-high folding fence. 

Market data. The 10’ border fence 
will retail at $1.29 and the 4’ border 
fence will retail at 79¢. The 10’ unit 
is packed flat in cartons of twelve 10’ 
sections, while the 4’ unit is packed in 
cartons of twenty-four 4’ sections. Bet- 
ter Bilt Products, Dept. AL, Addison, 
Ill. 
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Suburban Line of Tools 
Implement heads of a new line of gar- 
den tools are full size and heavy-gauge, 


high-carbon steel. They are painted a 
vivid signal red to attract store traffic. 


The full-length handles are of clear- 
lacquered, select hickory and are firmly 
riveted to the rugged sockets of the 
steel heads. Called the Suburban line, it 
consists of a garden hoe with 6%4”x 
642” head; bow rake with deep-digging 
3%” head; cultivator with 5” head width 
and 4” tines, and a half-moon edger 
with high-carbon steel blade and turned 
top. 

Market data. Suggested retail prices 
are: garden hoe, $1.80; bow rake, $2.35; 
cultivator, $2.15; half-moon — edger, 
$1.98. Available now through distrib- 
utors or direct from maker, the various 
tools are packaged six to a bundle. Gar- 
dex, Inc., Dept. AL, Michigan City, Ind. 
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Concrete Patch & Topping 


A new type masonry material for 
repairing concrete on masonry, metal or 
wood is announced. It is said to bond 
perfectly without surface preparation. 
Ideal for repairing cracks in steps and 
driveways. The material is also water- 
proof and usable where seepage is a 
problem. Coverage is about two square 
feet per pound, 1/16” thick. 

Market data. A kit contains all ingre- 
dients and trowel. A 12-pound can re- 
tails for $4.50; 40-pound drum for 
$9.50. Kay-Tite Co., Inc., Dept. AL, 
West Orange, N. J. 

Circle No. 207 on Handy Cover Card 


(continued on next page) 








‘LEAD-SE 


DENISTON 
re ? 7 


GALVANIZED 
FINISH ONLY 


Triple- 
Lock 
and Bump 


Also furnished 
in RING SHANK and 
STRAIGHT SHANK 


Designed to a Special Job 


No one type of nail is good for all types 
of duty. That’s why DENISTON de- 
signed a nail especially for use in applying 
metal roofing. One that would give a seal 
through which no moisture can penetrate. 

DENISTON “Lead-Seal’”’ galvanized 
metal roofing nails have proven their effi- 
ciency because of these advantages— 
“‘lead-seal’’, triple-lock, drive screw shank 
and heavily zinc-coated for protection 
against rust. With this combination you 
get a nail that will easily last the lifetime 
of a roof. To insure superior quality, 
DENISTON ‘“Lead-Seal’’ nails are now 
available in galvanized finish only. 


All DENISTON nails are shipped in 
50 lb., 3-ply corrugated colorboard cartons. 
Literature and price information available 
from your jobber or write direct. 


DENCO Lead-Head Metal Roofing Nails 


6,000 pounds of pressure is used 
to compress the lead cold, both over 
and under the steel head of the nail 
as well as down the shank. This in- 
sures a tight head that is impossible 
to knock off when driving the nail. 
In addition, the lead forms a perfect 
seal in the hole made by the nail. 
The heads will not ‘“pop’”’ off from 
the expansion and contraction of 
the metal roofing nor from wind 


vibration. 


32 Years of Quality Nails 


THE DENISTON COMPANY 





49th & South Western Avenue « 


IN CANADA: EASTERN STEEL PRODUCTS CO., 
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Lead head 
ROOFING 
NAILS 


r, . 
Sate wae 


Chicago 9, Illinois 
LTD., PRESTON, ONTARIO 
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Div. of Air Control Products, Dept. AL, 
Saranac, Mich. 
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Stroll’n Spray Sprayers 


Called Stroll’n Spray, three new 
sprayers in a new line carry spray solu- 


NEW PRODUCTS 
(begins on page 66) 


tion in a compact, wheeled tank, which 





rolls easily behind the user. In the Easy 
Pump model, spraying pressure is built 
up by simply moving the towing han- 
die. Finished in cream-white and black 
baked enamel, with red wheels and red 
plastic handle, the sprayer line is new 
in appearance as well as in operation. 
Conventional pump models are offered 
in three and six-gallon capacities. 

Market data. Suggested retail price of 
the Stroll’n Spray Easy Pump Model No. 
1305-G is $17.78. Usual retail markup 
on cost is 50%. Available now through 
distributors, the sprayers are packed one 
unit per carton. Minimum dollar in- 
vestment for dealer is the price of unit 
only. Universal Metal Products Co., 








TARTER, WEBSTER & JOHNSON 


Manufacturers of West Coast Mouldings 
\ OFFERS EXCLUSIVELY TO JOBBERS 


: A Dependable 


Year Around Source of 


; CALIFORNIA HIGH ALTITUDE 


PONDEROSA PINE and 


\ 
! WHITE FIR 


Wa & TF A150 MANUFACTURE AND SUPPLY 
THE FOLLOWING ITEMS IN PONDEROSA PINE: 


@ Finger Jointed Mouldings @ Doors and Jambs 
(Specified Lengths) 


@ Cut Stock @ Venetian Blind Stock 


CALL YOUR NEAREST JOBBER FOR TW&J MOULDINGS 


Tartrer.WeRSTER & JOHNSON, INC. 


P.O. BOX 3498 
San Francisco 19, California 
fospect 6-4200 Teletype SF 211 
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Prefabricated Greenhouses 


Lumber dealers can now offer home 
gardeners a choice of prefabricated glass- 
to-ground greenhouses. The rustproof 
metal and glass Sunlyt Jr. (pictured 
above) is 6’ x 8’; a 12’ long, two-bench 
Sunlyt greenhouse is offered as a com- 
plete package for easy assembly by a 
do-it-yourselfer. It requires no founda- 
tion, maker says. A third model, called 
the Sunlyt Lean-To, is also available. 


Market data. Suggested retail prices of 
the prefab greenhouses range from $275 
to about $800, delivered. Dealer discount 
on lower-priced models is 25% and 20% 
on higher-priced models, drop shipped to 
customer. Available now, direct from 
maker, prepackaged for consumer sale. 
Dealer sales aids include catalogs, en- 
velope stuffers and counter cards. Lord 
and Burnham, Dept. AL, Irvington, N.Y. 
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Walking Sprinkler 


A new Stroller walking sprinkler fea 
tures new Tracto-Drive tires, especially 
designed to increase traction without 
bruising the grass. So powerful is the 
new unit that it can pull 170’ of plastic 
garden hose, which means it can travel 
250’ of hose, maker announces. By 
reversing the face of the speed gear, 
traveling speed can be changed from 20’ 
to 50’ automatically, it is said. A special 
“stop” service halts sprinkler, but allows 
sprinkler to continue spraying thereby 
preventing bursting of hose. 

Market data. The Stroller is designed 
to retail for $25.95. Unit is backed by 
manufacturer’s money-back guaranty. In 
addition, the maker announces a new 
model oscillating sprinkler, called the 
Power Spray, which retails for $9.95. A 
special offer of a free lawn sprinkler, 
retailiag at $2.95, to any consumer re- 
turning one of its nozzles that leaks 
within a year of date of purchase is also 
announced by Lafayette Brass Mfg. Co.. 
Dept. AL, 409 Lafayette St., New York 3 
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FigQwv ! 


ideal 


push pull 


latch 


installs in three 4," holes 





Introduces new operating prin- 
ciple for screen and storm doors 
—no latch-handle springs to 
weaken or break. Mounts in 
three 14” holes. Locks from 
inside—no-lockout feature will 
not let door close with lock set. 
Two coat baked enamel finish 
—silver aluminum or lustrous 
brass under super hard clear 
enamel. Ideal also manufac- 
tures a full line of knob latches 
and one-bore push-pull latches. 
Write for complete details and 
prices. 

* LATCHES + OIJLITE BEARING HINGES 


* CLOSERS « CHAINS « SASH ADJUSTORS 
¢ PUSH BARS + QUIKI WINDOW CONTROLS 


IDEAL BRASS 


WORKS, INC. 


The Monarch Price-Marking system is almost 


like having a 
Sales person 
for each item! 


FIRM NAME 


“What size is this?” “How much is it?” Simple questions 
—but they need prompt answers if you are to turn 
“browsers” into buyers. Monarch price-marking is always 
in the right spot with clear answers—almost like having 
a clerk with every item of merchandise! Monarch easy- 
to-read prices speed sales, build customer confidence, 
avoid mistakes. There’s a Monarch Price-Marking ma- 
chine designed to increase your sales! Write today. 


MODEL 20 
DIAL-A-PRICER 


-.. No type- 
setting required 


firm NAME 


caTeHa 
198324 


special 


SENSO LABEL 
pressure sensitive 
requires mo moistening 


enenee= Fiji] out and mail coupon for information. --<-=«<«=« 


Wi THE MONARCH MARKING SYSTEM CO. 


216 South Torrence St. © Dayton 3, Ohio 


Without obligation to me, please send information on Model 20 
Dial-A-Pricer, and sample labels. ‘ 


NAME eae 
6 


ADDRESS 





250 EAST 5TH STREET 





POST OFFICE ZONE STATE 
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ST. PAUL 1, MINNESOTA 
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Take a dealer’s word for it... 


"We sell 
10,000 square feet 


of Armstrong ceilings 


a month” 


We hear remarks like this all the time, and here is one 
reason why Armstrong dealers like the Heath Lum- 
ber Company, Trenton, New Jersey, are doing so well 
in the ceiling tile business today. 

Armstrong showed faith in this new business right 
from the start by spending large amounts of money 
to advertise acoustical ceiling tile for the home. 
Even today, Armstrong is still the only manufacturer 
with a network television show that helps the dealer 
sell ceilings. 

We are glad we made this investment because to- 














1 John Patricelli (behind counter, right) and Tony Alach (center) operators 
= of the Heath Lumber Company, Trenton, New Jersey, have this to say, 
“Armstrong ceilings are a big business, not a side line. We sell over 10,000 
sq. ft. a month, most of it to our over-the-counter trade. More than half of 
this is in Textured and Classic Cushiontone, where we make our best margins. 





day most people know about our ceilings. That's 


why dealers, like the Heath Lumber Company, find | 


that Armstrong ceiling sales are booming with the 
Saturday do-it-yourself trade. 

And dealers make their full profit margins on these 
fast-moving ceilings. Margins of up to 12.4¢ per 
square foot on Textured Cushiontone. Then there’s 
new Classic* Cushiontone, with profit margins of up 
to 73 per cent of cost, based on Armstrong’s sug- 
gested retail price of 21¢ per square foot. + 

When you stock the Armstrong line you lift your- 


self above competition with other dealers who carry 
only low-profit look-alike ceiling tiles. 

If you would like your share.of this profitable new 
business, we have a proposition that makes a lot of 
sense. Call your Armstrong wholesaler or write 
Armstrong Cork Company, 3903 Rieker Avenue, 
Lancaster, Pennsylvania. 

* Patent Pending 


mstrong,. CEILINGS 


...@ profitable new business for you 


wats 


2 “To get the most out of this business, you've got to buy 


* right. We buy ceilings in carloads, including Temlok 


sheathing and hardboard to add weight. Asa result, we aver- 
age 50% margins in a hotly competitive price market. 


3 “During a special Armstrong promotion, we sold 20,000 
» sq. ft. of ceilings, mostly Cushiontone and Decorator 
items. Our customers usually pay cash and load the material 
in their cars. It’s a nice clean sale; a nice profitable sale 





4 “Armstrong advertising has paid big dividends for us. 
* People come into our yard, asking for the ceiling they 
saw advertised on Armstrong Circle Theatre. We get the same 
kind of response from Armstrong’s magazine advertising.” 
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w. Cc. DO. 


Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE — HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 
Neopit, Wisconsin 








QUALITY LUMBER Kiln-dried 
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fAucther ESTWING Feroz 





Here’s the way Hew SUPREME “3 in One” 


to be sure you have DRYWALL 
a highly profitable year! HAM M ER 


Get all the facts, sir! This four-color brochure shows oy 1. Crowned scored face 
the complete line of Habitant Fence. It shows typical “ff, —— 4 makes correct dimple 
yard installations; exclusive construction features; ’ SF ‘ | eccaus siauiies 
and a host of reasons why Habitant is America’s “ ‘ ‘ face paper and 


most respected and fastest selling wood fence. board. 








We have your copy reserved for you. 5 2. eee a 
grip of vinyl-nylon, 


molded on, can’t loosen, come off, 


HABITANT FENCE, INC., Bay City 19, Michigan harden, slip or wear out. 


. Angle and crown just right to save 
knuckles. 


Se SS SSS SS Se eS Se ee eee eee ee ee ee ee 
. Angle of blade saves marring ceil- 


ing. 
. Blade prys boards into place and 
scores plaster board. 


HABITANT FENCE, INC., Bay City 19, Michigan 

GENTLEMEN: 

I'm interested in learning more about the fast selling Habitant 
line. | understand this brochure will show me how to have a 
more profitable fence year — and that | do not have to stock or 
inventory Habitant in order to be a dealer. 


. Head-handle forged unbreakable 
of ONE-PIECE fine tool steel. 


Made by the Inventors 
and World's Only Spe- 
cialists of Unbreakable 
Hammers and Hatchets 
for over 35 years. 


ESTWING MFG. CO. © Dept. AL3 © ROCKFORD, ILL. 
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NAME 





»> WALL BOARD ». 2:72.91 25 4, *2 


ADDRESS_ 





CITY. _ 
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Splash Block 


The new Monco all-metal Splash Block 
is made of galvanized steel. Weighing 
less than 10 pounds, it is easy to store, 
easy to transport and easy to install. It is 
12” x 36” with special taper for easy 
water run-off. Can be painted to blend 
with the home. No sharp edges to injure 
youngsters. 

Market data. Suggested retail price of 
the Splash Block is $2.79 each. Available 
now through jobbers, it is packed and 
shipped six units to a bundle. Minimum 
order one bundle. It is an ideal item for 
both consumer and contractor sale. Sales 
aids include circulars. New Monarch 
Machine & Stamping Co., Dept. AL, 406 
S. W. 9th, Des Moines, Iowa. 
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Lawn Edging 


A new line of special Car-Mac alu- 
minum lawn edging is announced by 
Carey-McFall Co. This is in addition to 
the firm’s regular lines of Car-Mac 
two-tone bonderized steel and aluminum- 
coated steel edging. Made of Alcoa 
aluminum, the new line, identified as 
Super-Strip, features a soil-grip finish to 
keep the edging from inching up out of 
the ground. Available in coils with a 
reusable plastic carrying handle, Super- 
Strip is offered in 20’, 25’, 30’, 40’ and 
100’ lengths and in 4”, 6” and 8” widths. 

Market data. Super-Strip is distributed 
through hardware and garden supply 
wholesalers. Free sales aids are available. 
Carey-McFall Co., Dept. AL, 2156 E. 
Dauphin St., Philadelphia 25, Penna. 
The manufacturer also produces steel 
and aluminum trellises and finished steel 
residential fencing. 
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Engine-Handle Unit 


Outstanding among Power-Pak’s re- 
styled features for ’59 is an engine-handle 
unit, which is built for quick and easy 
installation on any of three different 
types of power tools—the Mow-Pak, 
the Till-Pak and the Sno-Pak. The 
youngsters (right) were photographed 
while placing the unit on a mower 
attachment for lawn cutting. The engine- 
handle consists of a tubular steel handle, 
clutch and throttle and the 3 hp engine. 
The new unit is styled to provide proper 
leverage for easiest operation whether 
the Power-Pak is used for tilling, mow- 
ing or snow removal. 

Market data, Dramatic, full-color ac- 
tion posters that highlight Bolens 1959 
line of outdoor power equipment are 


available to dealers. The four 15” x 24” 
display posters are offered free of charge. 
Bolens Products Div., Food Machinery 
& Chemical Corp., Dept. AL, Port Wash- 
ington, Wis. 
Circle No. 213 on Handy Cover Card 
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“PACKAGED SLATE ee 


.@& natural for 


cone eid to outdoor => — 


summer living 


TIMELY 


ag << 


The move is to outdoor summer living and eating . 


on the patio! 


With the new Packaged Slate Patio, 
all. the contractor or do-it-yourselfer need do is follow 


e FOR PATIOS 


a simple arrangement diagram to achieve a true 


custom look. Pieces are already cut in different sizes, 


in a variety of colors ... ready to lay. 


INEXPENSIVE 


Production line pre-cutting method means real savings 
It puts a slate patio within the average 
provides you with a tremendous 


to the consumer. 
homeowner's reach... 
market potential for slate patio selling. 


e ADAPTABLE TO 


exterior walks 
interior floors 
fireplace hearths 


MERCHANDISING AIDS TO PUT SELL INTO YOUR PROGRAM 


NATIONAL ADVERTISING .. . 

FOR PRE-SELLING 

Your customers will see the Packaged Slate 
Patio in LIVING FOR YOUNG HOMEMAKERS 
and POPULAR GARDENING. Product identi- 
fication is established nationally to make 
your local selling job easier! 


POINT OF PURCHASE DISPLAY . . . AN 
EXTRA SALESMAN WORKING FOR YOU 
Display keeps selling for you all day... 
every day! Stand it on a counter . . it's 
3-color, 15” x 20%". Pocket contains 
supply of 4-color brochures. 


DEALER MATS... TO TIE IN 
WITH YOUR ADVERTISING 
A series of newspaper mats are available 
to sell the product... and you as the area 


Dealer! 


4-COLOR BROCHURES .. . TO STIMULATE 
BUYING INTEREST 

Fully illustrated, the brochures show various 
basic designs for easy following. Use them 
for direct mail . . . keep them stocked in 


your display. 


FOR COMPLETE INFORMATION ON THIS UP-TO-THE-MINUTE PRODUCT, WRITE NOW TO: 


STRUCTURAL SLATE COMPANY 
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PEN ARGYL, PA. 
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Yardsmith Rider 


New Yardsmith line con- 
sists of three basic lines: 
mowers, tillers and a 24” 
rider. List price of rider is 
$339.95; dealer discount is 
25% up to 40%. Investment 
for direct-dealer franchise, 
six units, is $300. Cooper- 
ative advertising allowances 
are available. Yuba Power 
Products, Dept. AL, 800 
Evans, Cincinnati 4. 
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Mark V Sweeper 


A special 25” promotion- 
al lawnsweeper, called the 
Mark V, features an all- 
steel frame. Its sweeper 
brush is a full 25”. Plated 
tubular member running 
across the front acts both 
as a bumper bar and ad- 
justment handle. Shipped in 
one compact carton. Sug- 
gested retail price is $25- 
$30. Lambert, Inc., Dept. 
AL, 519 Hunter, Dayton 4. 
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Garden Sprayer 


Called Futura, a new 
33% gallon garden sprayer 
can be pulled or pushed on 
its tire wheels. Handle con- 
verts into a pumping lever. 
Available through distribu- 
tors, it’s packaged almost 
completely set up in one 
carton. Retail price is about 
$17.95. H. D. Hudson Mfg. 
Co., Dept. AL, 589 E. IIli- 
nois St., Chicago 11. 
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Small Lawn Roller 


The new No. 100 Ohio 
Lawn Roller is lightweight 
and smooth running. 
Drum is 14” in diameter, 
20” long. Roller is equipped 
with a self-cleaning adjust- 
able scraper blade. Sug- 
gested retail price is $12.25; 
retail markup on cost is 
50%. John H. Graham & 
Co. Dept. AL, 105 Duane 
St., New York City. 
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Suburban Tractor 


Here’s a garden tractor, riding mower 
and snow plow, all in one fully geared 
Wheel-Horse fun-work tractor. Four 
gear shift selections include reverse. 
Fingertip throttle control permits any 
speeds up to 6 mph. Designated the 
Suburban Tractor, it is powered by a 
quick-starting, 4 hp 4-cycle air-cooled 
gas engine. Hooks up to 22 optional 
attachments including 32” rotary and 
three-gang reel mowers with five-foot 
cutting swatch, newly-styled dump trailer 
and utility wagon with removable side- 


Ah-h-hh. . Something New Again 


Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 


76 


boards. An extra large steering wheel 
and genuine gear differential permit 
sharp, easy turning, maker says. 
Market data. Suggested retail price of 
the Suburban Tractor is $384.50 fob 
South Bend; dealer discount is 25%. 
Available now through garden supply 
distributors, the tractor is shipped com- 
pletely boxed and requires very little 
setup time. Minimum dollar investment 
for dealer is $1,000. Sales aids include 
posters, direct mail, literature and TV 
films. Cooperative advertising allowances 
are available. Wheel-Horse Products, 
Dept. AL, 51467 U. S. 31, South Bend 
17, Ind. 
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Hedge Trimmer 


The Hedge ’n’ Shrub 
Trimmer, an electric garden 
tool for homeowner use, 
features shockproof, foil- 
guard, black handles mold- 
ed of Bakelite phenolic. The 
heavy-duty tool has an ex- 
tra long, 13” blade, which 
makes cutting, trimming 
and shaping the thickest 
hedge or shrub an easy op- 
eration. Suggested _ retail 
price: $49.50. Black & Deck- 
er Mfg., Dept. AL, Towson, 
Md. 
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Has Six Forward Walking Speeds 


The new, 22” Thunderbird (model 
RA-89) in the 1959 Homko Power- 
amic power mower line is sleekly styled 
and self-propelled. A full range of speeds 
permits the operator to select any one 
of six forward walking speeds to suit the 
cutting job at hand, from the slowest 
crawl to the fastest desirable walk. A 
three-piece Swing-a-way Flexor blade is 
designed to prevent crankshaft damage 
that may result when an ordinary blade 
strikes an object such as a rock or water 
pipe at high velocity. Blade speed is con- 
trolled separately from the walking speed 
by means of a fingertip throttle. The 
Thunderbird features a 3 hp, four-cycle 
Briggs & Stratton lightweight gas engine. 

Market data. The suggested retail 
price of the Thunderbird Poweramic ro- 
tary mower (model RA-89) is $154.50. 
Usual retail markup on cost is 30%. 
The Thunderbird is availabie through 
600 hardware, garden supply and elec- 
trical distributors. Dealer sales aids in- 
clude promotion kits, displays, color 
sound movies, ad mats and literature. 
Cooperative advertising allowances are 
available. Western Tool & Stamping Co., 
Dept. AL, 2725 Second Ave., Des 
Moines 13, Iowa. 
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fortune. And they 
e of the territory's 
with headquarters 








profit " 


z 


SOUTHWEST LUMBER 1 oe ty [ Om IF there are uae “trail riders” 


in your family ...or if you are inter- 
ested in Western lore...we'd be 
happy to send you an interesting 
booklet telling about famous Arizona 
brands ...complete with illustrations, 
brief histories and instructions on how 
to read brand marks. Just write to our 
General Sales Oftice, Department A-10° 


LL 
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Wind-Tunnel Lawn Mower 


The new Toro Whirlwind rotary power 
mowers hold, under a special housing, a 
full-circle expanding wind tunnel that 
creates a powerful vacuum. The vacuum 
is said to “freeze” every blade of grass 
upright for a crisp, clean cut with no 
clumping or bunching. Compressed air 
blows clippings and leaves through spiral 
chamber into a bagging attachment, 
standard equipment with these machines 
along with chute and leaf mulcher. Even 
wet grass mows easily with no clogging, 
maker says. 

Market data. Suggested retail price of 
the 19” Whirlwind, powered by a 2 hp 
engine, is $89.95. The 21” Whirlwind, 
powered by a 2% hp engine, retails for 
$99.95. Toro Mfg. Corp., Dept. AL, 
3042 Snelling Ave., Minneapolis 2, Minn. 
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Electronic Operators 


A new line of electric garage door 
operators includes several models for 
both residential and commercial use, 
enabling the manufacturer to supply 
operators for all overhead type doors. 
The residential electronic operator is 
offered in two models for 7’ or 8’ 
doors, weighs 60 pounds and can be 
installed by one man, maker says. Two 
types of remote control units are avail- 
able with the new operators, either the 
transistor hand transmitter, which re- 
quires no installation, or the regular 
tube type mounted transmitter. Power 
unit and cover are of cast aluminum, 


up and down travel of door is controlled 
by limit switches. 

The commercial operator features 
gear head reduction unit sealed in oil, 
malleable iron construction and is de- 
signed for trolley, chain hoist or jack 
shaft type installation. 

All operators are shipped completely 
assembled, ready to install and can be 
equipped with radio control. 

Market data. All operators carry a 
one-year guarantee on workmanship 
and materials, 90 days on tubes and 
vibrator. Available nationally, the oper- 
ators are sold through 140 Raynor dis- 
tributors. Suggested retail price depends 
on the area in which it is sold, maker 
says. Cooperative advertising allowances 
are available to the dealer. Sales aids 
include literature and ad mats. Raynor 
Mfg. Co., Dept. AL, Dixon, Ill. 
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Barbecue & Burner 


Permagrills in pastel red, 
green and sandalwood to 
blend perfectly with the 
maker’s line of decorative 
Patio Blocs are announced. 
Permagrill, which also serves 
as a garden burner, meets 
the demand for a barbecue 
that may be easily moved. 
Plasticrete Specialties, Dept. 
AL, Hamden, Conn. 
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Mailbox with Magnetic Lock 


A new mailbox features an alnico 
magnetic latch used in place of the tra- 
ditional force-fit hasp or spring catch to 
secure the mailbox door. The precision- 
made box is manufactured of extra 
heavy bonderized steel with a press em- 
bossed diamond pattern. It has a dura- 
ble baked black enamel finish with pol- 
ished brass trim. 

Market data. The mailbox.comes com- 
plete with bonderized steel magazine 
brackets. It retails at $5.98. Literature 
is available. Kursh Products, Dept. AL, 
3148 W. 32nd St., Cleveland 9. 
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Stiff, Long Cedar Shake Unit 


The Jumbo DeLuxe Shakertown Glu- 
mac siding shake unit is eight feet long. 
Manufacturer claims this cuts applica- 
tion cost because it must be stud-nailed 
only, without need for nailing each 
shake on the strip. The DeLuxe units 
have a strip of 1/10” Douglas fir veneer, 
with grain running the full length of the 
unit, laminated between the western red 
cedar shakes and the insulating board 
back-up strip. The entire sandwich is 
electronically bonded together, according 
to E. T. Allen, executive vice-president. 
The DeLuxe unit is also available in 
four-foot lengths. 

Market data. The product is available 
from 132 wholesale lumber and building 
materials distributors. It is stocked in 
cartons in 12 factory-finish colors which 
need no further on-job painting, and in 
bundles in primer colors and unfinished 
for on-site painting. Coverage is 50 
square feet per bundle or carton. Pri- 
marily an item for contractor sale, a sug- 
gested minimum dealer inventory is 10 
squares of a popular color, plus sample 
panels of the other colors available from 
the jobber. A cooperative advertising al- 
lowance plan is available. Shakertown 
Corp., Dept. AL, 20310 Kinsman Rd., 
Cleveland 22, Ohio. 
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Pruning Shears 


New for the garden tool 
season is a colorful pruning 
shear counter display. Each 
No. 119 Snap-Cut pruning 
shear is individually tray 
packaged; six to a display 
box. Suggested retail price 
is $3.25; dealer discount is 
334%4.%. Minimum _invest- 
ment for dealer is $13.02. 
Seymour Smith & Son, Dept. 
AL, Oakville, Conn. 
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Garden Hoe 


A new garden hoe has a 
serrated edge for easier dig- 
ging, faster hoeing. Avail- 
able in two widths. Sug- 
gested retail price of the 
6144” x 2%” hoe is $3.50; 
the 7” x 234” hoe retails for 
$3.55. Usual retail markup 
on cost is 3344 %. True Tem- 
per Corp., Dept. AL, 1623 
Euclid Ave., Cleveland 15. 
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Wamms 3-Stag Y 
poke ROCKET 


TAMMS QUALITY is the profit-fuel that launches 
rocket sales for you with A COMPLETE COLOR 
LINE for the Contractor -Builder-(and do-it- 
. yourselfers.) You can proudly, safely and profit 
ably recommend Tamms, 


Advertised in leading Contractor 


Builder trade books 





Tamms 
DUST-ON 
COLORED CONCRETE 


Your customers will like this easy, 
new, inexpensive method of per- 
manently applying color .to con- 
crete driveways, patios, steps, 
basements. Sells fast= pure: oxide 
color and flint hard aggregate are 
premixed at the factory, comes 
ready to use. No special skill or 
equipment needed to apply. 

6 ready-to-use colors in 15-Ib, 
cans and 50-lb. drums, 





Tamms 
COLORWAY 
PLASTER COLORS 


Help your customer change bleak, 
drab plaster walls to colorful deco 
rated finish without cost or bother 
of paint. Cut costs for builders 
and homeowners by combining 
plastering ond decorating in a 
single operation. One 5-lb. packe 
oge colors 200 ibs. of plaster. 


18 pre-measured colors in 5-Ib, 
packages, 








Tamms 


MORTAR COLORS 


New convenient, small size boxes, 
make Tamms Concentrated Mortar 
Color easy to stock, easy to sell, 
No mess, no fuss, eliminates guess- 
work as 1 box mixes with 1 bag 
of brick layers cement — uniform 
fob each and every time. 
Concentrated colors in 1-lb., 5- 
Ib., 25-Ib. cartons and 50-Ib, 
bags. 10 Double Strength colors 
in 50-lb. bags, 25-lb. bags, 10-Ib. 
bags. 


COLORWAY BRAND 
] INDUSTRIES, CO. 
| TU0N. LaSalle St. Chteage 5, fit 





Sell TAMMS and you 


© Sift-proof, dust-proof © Pre-measur, 
packages. aa Aities {~~} f 4 
@ Full product warranty({¢ ‘Saine-day. [shipment \ 





Write for details: pales 
and promotional materials. 


cee 
Tamms INDUSTRIES CO. 


228 North La Salle St. e Chicago 1, Ill. 
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HERE’S 
THE 
DOOR 
YOU'VE 
WAITED 
FOR! 





ALLNEW _ 
Regalite 


aluminum combination door 


AT LAST... clean modern styling and famous pre- 
cision-engineered quality give you something truly 
new and exclusive to sell. REGALITE takes you out 
of the rat-race of price cutting competition. Beat 
competition with the exclusive new REGALITE... 
the modern combination door that sells on sight. 


TWO NEW MODELS 


Full 1'’ Z-Bar Door w/Schlegel wool pile 
Full 1%4'' Expander Door 


FULL PIANO HINGE ON BOTH 


e NEW Extruded Corner Gussets, Strongest ever 
NEW Ideal Tulip Knob Latch and Key Lock 
NEW Styling with eye-appeal and buy-appeal 
NEW Double Strength Glass used throughout 
NEW ‘‘U’’-channel plastic anchors glass inserts 


NEW Extruded Aluminum Hollow Vertical 
Mullions 


CASH IN ON THE DEMAND 
FoR RRegalite now! 


Phone... wire... or 
mail coupon TODAY 
for complete dealer 

information on the great | 
new REGALITE.. 
the truly different 
combination door that's 
styled, built and priced to F 
produce volume soles | 
for wide-awake deolers. | 
| 


6720 Allentown Bivd.—Harrisburg, Pa. 


Attach this coupon to your letterhead 


REGAL... 


ACT NOW. 
Jalousie Doors & Windows, Metal Awnings 
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Combination Doors & Windows, 


| rege Window Products Company | ; 


RUSH complete dealer details | 


O. K, on the new REGALITE | 


Aluminum Combination Doors. 
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NEW PRODUCTS 


(begins on page 66) 


New Lines Featured at 3rd Annual HIPShow 


The third annual Home Improvement Products Show last 
month in New York City featured an array of products slated 
for lumberyard distribution. Some of the items are pictured 
below. Use handy coupon on back cover for more informa- 


tion. 


Handyman Ceramic Tile 


Isaac Barnes, retailer from St. John’s, 
Newfoundland, Canada, holds ceramic 
wall tile from Take Home-Pak shown 
by Gilbert Breth of David L. Moss Co. 
at HIPShow. 

Called Mosstile, each glazed ceramic 
tile measures 4%” x 4%”. Designed 
for the do-it-yourself market, the package 
is easy to carry, weighs only eight 
pounds and contains five square feet of 
tile. Complete installation instructions 
are included. Mosstile ceramic tiles are 
5/32” thin and are available in nine col- 
ors. 

Market data. Suggested retail price of 
Mosstile ceramic glazed wall tile is 69¢- 
85¢ a square foot; usual retail markup 
on cost is 50%. Five handyman Take 
Home-Paks are available in a master 
carton. Minimum dollar investment for 
a dealer is $11.50. Sales aids include lit- 
erature and displays. David L. Moss & 
Co., Dept. AL, 1270 Sixth Ave., New 
York 20. 
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Fastest Dealer Service 

Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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Two Manuals for Dealers 


Two manuals on selling and merchan- 
dising prepared for 1959 distribution by 
Textron Metals Co. attracted visitors at 
the HIPShow. The first book, The TM 
Sales Manual, features dramatic graphic 
and technical information on the maker’s 
entire line of aluminum storm windows, 
doors, awnings and siding. Lumber deal- 
ers will find the manual a valuable sales 
aid. Each model is fully shown and 
described, explaining construction and 
long-life material features. 

The second book, the 1959 edition of 
the TM Merchandising Manual, offers a 
complete marketing and advertising pro- 
gram for dealers. 

Both manuals can be obtained by 
writing to David Schaff, director of 
marketing service, Textron Metals Co., 
Dept. AL, 39 James St., Girard, Ohio. 
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Insect Screening 


New York Wire Cloth Com- 
pany’s plastic-clad insect screen- 
ing was shown at the HIPShow 
in New York recently. Called 
Vinalume, it combines the wear- 
ing quality of aluminum with 
the corrosion protection of vinyl 
plastic. It is especially recom- 
mended by maker for homes near 
the seashore where salt-air cor- 
rosion of metal screening is a 
problem. The screening is light- 
weight, a section 2’ wide x 50’ 
long weighs only five pounds. 
Screening is woven in standard 
18 x 14 mesh of 0.013” vinyl-clad 
aluminum wire. Available in 
100’ or mill-length rolls in stand- 
ard screening widths. New York 
Wire Cloth Co., Dept. AL, 441 
E. Market St., York, Penna. 
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Rolling Door Unit 


One of the newest additions to the 
Capitol Products Corporation’s alumi- 
num lines for lumber dealers is a rolling 
glass door exhibited by the maker at the 
Home Improvement Products Show last 
month. Hy Adler (right), Adler Screen 
& Lumber Co., Middletown, N. J., in- 
spects door shown by Richard Quigley of 
Capitol. 

In this complete line by Capitol, 
builders will find the size and type to 
suit their requirements. The aluminum 
rolling glass doors are available in two, 
three and four-panel units, in widths 
from 6’ to 16’, in various heights to 
eight feet. Double insulating glass and 
complete weatherstripping assure year- 
round comfort. 

Market data. Available now through 
distributors, the rolling door is shipped 
kd. Dealer sales aids include ad mats 
and literature. Capitol Products Corp., 
Dept. AL, Mechanicsburg, Penna. 
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Aluminum Swim Pool 


Big attention-getter at the recent 
HIPShow in New York was the Aluma 
Swim-Master display by Abco Aluminum 
Products Corp. The pool carries a 10- 
year warranty; installs in two to three 
days without any special equipment. All 
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you need is an electric drill, saw and 
screwdriver, maker says. 

The pool framing is of extruded alu- 
minum with the exception of either red- 
wood or creosoted 4x4 posts. Although 
Abco features the 40’x20’ pool, any size 
can be made as long as it is rectangular 
in shape. 

Market data. Suggested retail price is 
$2,995; dealer-discount is 40% and up, 
based on volume. Available now, direct 
from maker. Distributorships are open. 
Minimum dollar investment for dealer 
is one sample pool for franchise. Sales 
aids include ad mats and _ literature. 
Cooperative advertising allowances are 
available. Abco Aluminum Products 
Corp., Dept. AL, 348 Adams Ave., 
Scranton, Penna. 
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Introduces Visitors at the 


recent HIPShow 
Aluminum were introduced to 

Yeck Mfg. Com- 
Columns 


pany’s new Trylon 
(left) and New Or- 
leans aluminum 
columns. The Try- 
lon column tapers 
from 8” at the top 
to 2” at the bot- 
tom. Both columns 
are available in 
either mill finish 
aluminum, _ black 
or white anodized, 
for full-weather re- 
sistance. No paint- 
ing is necessary, 
maker adds. Made 
of one-inch square 
polished seamless 
aluminum _ tubing, 
the columns are 
engineered for maximum support and 
easy installation. Corner and center posts 
in 7’, 8’ and 9’ lengths, completely 
assembled, ready for instant installation. 
Yeck Mfg. Co., Dept. AL, 579 Tecum- 
seh St., Dundee, Mich. 
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Low-Cost Double Glazing 


The Slide Master “500” aluminum 
prime window is claimed to be a better 
looking, more durable, trouble free win- 
dow at a new low price level. The win- 
dow is made of tubular aluminum ex- 
trusions, claimed to give five times the 
strength of solid metal. It has storm and 
screen panels. The double glazing is said 
to cost less than most single glazed win- 
dows. Units are completely weather- 
stripped, have patented nylon hardware. 
Manufacturer states the units have no 
metal-to-metal contact. 

Market data. Retailer is allowed 30% 
discount off list price. It is available 
from jobbers of building material. Each 
window is packed in individual cartons. 
Dealer sales aids are available. Winter 
Seal Corp., Dept. AL, 14575 Meyers 
Rd., Detroit 27, Mich. 
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“More than half of our new accounts come 
through our Yellow Pages advertising. ” 


says Mrs. Reba L. Evans, V. P. & Off. Mar., 
Fullerton Supply Co., Inc., 
Baltimore, Md. 


“We've been advertising in the Yellow 
Pages for sixteen years now and 
wouldn’t be without it. For it’s the most 
convenient way for buyers to locate 
many of the varied building-material 
lines we carry. 


“We do most of our advertising in 
the Yellow Pages because over the 
years it has proved to be the most 
productive way for us to advertise. Of 
the 150 new accounts we opened up 
last year, I would attribute more than 
half to the Yellow Pages!” 


Yes, Yellow Pages advertising 
means business—new business ...more 
business! For here is a local advertising 
medium that works hard all year long, 
carrying your message to countless 
prospective customers in your area... 
and keeping your name before your 
established customers. Call the Yellow 
Pages man at your local Bell telephone 
business office today. 






















THIS %4-PAGE DISPLAY AD (shown reduced) 


under “Building Materials” 


keeps 


bringing in new customers and bringing 
back old ones for the Fullerton Supply Co, 


ADS AND LISTINGS under 16 additional 
headings and manufacturers’ trade-marks 
(such as Orangeburg Pipe, Black & 
Decker Tools) help the Fullerton Supply 
Co. promote its diversified line. 


FULLERTON SUPPLY CO INC 


BUILDERS’ HARDWARE 


DAVIS PAINTS 
ELECTRIC & PLUMBING SUPPLIES 
POWER TOOLS 
FLOOR SANDERS RENTED 
WAXERS, SANDERS, & EDGERS 
WE DELIVER 


7511BelairRd ------- 
Or call ----<0-ce--4 





NOrthfield 5-0311 
NOrthfield 5-0448 
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SO EASY TO CUT...SO EASY TO DISPLAY 


SO EASY TO SELL! 


Get the best-known glass label in the U.S. out of your 
basement or back room—to your selling floor. Do a spring-time 
reminder job on customers, and watch glass profits go up! 


Now’s the time to turn that window _ easier to store and to handle, thanks to 
glass department into a real money- the exclusive L-O-F box that fits con- 
maker! Start with L-O:F window glass- veniently away until it’s needed. 
merchandise it with L:O-F selling helps 

and displays—and watch your glass sales Lots of merchandising and sales helps, 
take off! too! Banners, folders, mailing pieces, ad 


‘ A mats. PLUS—a free book, to help you 
You’re starting with the best-known ’ P } 


trade-mark in glass—backed by national make the most of your high-profit glass 


advertising in magazines and TV. You’re department. Just tear out the coupon 


selling a clear, quality window glass that 
cuts easiest of all—so there’s less waste, Clean-up with a new, high-selling L-O-F 


more profit. You’re stocking a glass glass department. 


mail it in quickly. Get set for your spring 


the road to spring clean-up profits 
is as clear as L*O*F glass 


‘ares 


“eter far, 


Easier to cut! 28 out of 30 hardware Easier to merchandise! A book full of glass selling Easvest to sell! Less resistance—more sales 
and lumber dealers picked L°’O-’F ideas, backed by hard-punching store and mail- reminders. People know L*O-F and its 
as easiest to cut. ing pieces, professionally prepared for you to use. reputation for highest quality. 


Get your glass department on your selling floor! 


GET YOUR Send for free book that tells you how! 


Dept. 6539 
Libbey-Owens-Ford Glass Co. 
608 Madison Ave., Toledo 3, Ohio 


Please send me a copy of “For Greater Profits”. 


Name 





(please print) 


LIBBEY * OWENS * FORD -o ya " Street 


a Great Name in Glaao eine fue am a 
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Wood-Mosaic 
Floors 


ml saisid 


In your showroom, 
this attractive display 
will show actual 
samples of Wood- 
Mosaic floors and color 
pictures of installations 
to all of your custom- 
ers. Each sample is 
labeled for quick iden- 
tification of pattern 
and kind of wood. 


“Surefit”’ Milling © Faster laying. * Smooth surface. 
© Saves time and money. 


“Diamond Lustre” Finish * A baked-on Vinyl-Alkyd. 
© Four times greater wear than ordinary finishes. 
© Cuts maintenance to a minimum. ® Stain Resistant. 


Only Wood-Mosaic Hardwood Floors have 
the new “Diamond Lustre” Finish. 


Pay no more for the finest floor! 


@ wood-Mosaic 


Woop-Mosaic CORPORATION, LOUISVILLE 9, Ky. 
Woop-Mosaic CORPORATION OF CANADA LTD., 
WoopsTock, ONTARIO 


Maker of the World's Finest Hardwood Flooring since 1883 
Circle No. 345 on Handy Cover Card 
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New Literature 


Time-Saving Card—See Back Cover 





Aluminum Building Products. A new, completely  illus- 
trated catalog fully describes the maker’s complete line of alu- 
minum mill and building products. Included are complete 
installation instructions and specifications for Quaker State 
aluminum farm and industrial roll roofing and siding and ac- 
cessories; reflective insulation and vapor barrier; rain carrying 
products; weatherboard siding and awning stock; lawn edging 
and all-new Alumermade for use in the construction of fish 
and lily ponds. Quaker State Metals Co., Dept. AL, P. O. 
Box 1167, Lancaster, Penna. 
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“Kitchen Sketchbook” is the title of a revised 16-page booklet 
containing beautiful color kitchen illustrations demonstrating 
some of the many color and design combinations possible with 
new Kitchen Maid cabinets. Included, too, are sketches of the 
company’s new Italian Provincial styling, as well as its stand- 
ard Shadow-Line styling. The Kitchen Maid Corp., Dept. 
AL, Andrews, Ind. 
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A new Moe Light catalog, with its many time-saving features, 
has the latest in lighting fixture fashion and design. Entitled 
“Inspiration Lighting”, the four-color catalog contains a con- 
venient table of contents according to fixture families on the 
inside of the cover. A short guide to the proper fixtures for 
each room is on the inside of the back cover. Moe Light Div., 
Thomas Industries, Inc., Dept. AL, 410 S. Third St., Louisville 
2, Ky. 
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Sliding Glass Door. A new catalog contains complete details 
of each model in the manufacturer’s Capri line of all-alu- 
minum sliding glass doors. Plan and elevation drawings, exclu- 
sive feature illustrations and exact dimensions of the Capri 
Cadet, Cavalier and Continental sliding glass doors are shown. 
Copies of the new catalog may be obtained by writing T. V. 
Walker & Son, Inc., Dept. AL, P. O. Box 547, Burbank, Calif. 
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“Nature Makes News” is the title of a new eight-page book- 
let in full color showing five beautifully decorated rooms, each 
featuring wall surfaces treated in a new color-on-wood concept. 
The approach shown is the use of bright, rich colors in combi- 
nation with wood’s naturally warm grains and knots. The basic 
steps needed to achieve color finishes on wood also are ex- 
plained. Single copies are available free of charge. For more 
than one copy, net cost is 5¢ each, fob, Western Pine Assn., 
Dept. AL, 510 Yeon Bldg., Portland 4, Ore. 
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Garage Plan Book. A garage, whether attached, semi-attached 
or separate, can be more than just a garage, as revealed in a 
colorful, new 20-page garage plan book entitled “The Door to 
More Spacious Living.” Profusely illustrated, the book is packed 
with ideas for adding garage living space to the home. Copies 
are available for 25¢ each from Carl Anderson, Crawford Door 
Co., Dept. AL, Hoover Rd., Detroit 5. 
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“Home Is Where the Hearth Is,” an informative, full-color 
brochure on proper design and construction for chimneys, 
flues and hearths, is available. The completely illustrated, four- 
color folder features full information on the protective advan- 
tages of clay flue lining. Clay Flue Lining Institute, Dept. 
AL, 161 Ash St., Akron 8, Ohio. 
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A new, low-cost system of punched-card data processing 
specially designed for small business is described in a folder 
(U1638). The system makes it possible to machine process 
such accounting work as production control, payroll, inven- 
tory control, accounts receivable and sales analysis. It consists 
of four basic pieces of equipment: the alphabetical punch, 
sorter, alphabetical tabulator and summary punch, and re- 
producing punch. The system operates at a speed of 60 cards- 
per-minute. Remington Rand Univac Div., Sperry Rand Corp., 
Dept. AL, 315 4th Ave., New York 10. 
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the PI AIN | FACTS on the 
tool rental business today 








AMERICAN FHLoor | TELLS ALL! 











You and every real live salesman in your store will want You will find immediate, concise answers to your 
a copy of this unique book. A book that not only gives questions: 

you the lowdown on tool rentals but also shows and tells 1. Which rental tools earn the most profit? 

you how to sell more of whatever it is you are now stock- # 

ing, be it tools, wallpaper, lumber, dishpans or alarm 1. How do you promote rental tools 

clocks. Leading sales and merchandising men show and 3. Are there booklets available telling my customers 
tell you how to get people to buy now. how to use these tools? 

Ken Kramer, managing editor of Business Week, who Dozens of other pertinent questions are answered in 
wrote the foreword to this stimulating handbook, des- simple, easy to understand language. Do not delay. Send 
cribes it‘‘...as a kind of post-graduate course in selling, a note or a postcard today—simply write the words 
keyed to the times for today’s modern merchant . . . read **$1,000 book.’’ Your free copy will immediately be sent 
carefully .. . your reading time will be well repaid.” to you without obligation. 


profit proved rental tools, equipment, supplies 


r— A, 


Abrasive poper e Floor 


Floor polishers « Rug Vacuums © Wallpaper steamers @ 
Finishes e Rug shampoo 


Ti end lover type floor senders ¢ Edgers shampooers ¢ Concrete grinders Woall washers « Tile removers 


MERICAN- a MERIC AN’ | 


FLOOR MACHINE 


INCOLN CORPORATION 
FIRST IN FLOOR MACHINES SALES AND SERVICE IN OVER 40 PRINCIPAL CITIES TOLEDO 3, OHIO 
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New Equipment 


One-Stop Shopping in a Hurry—See Card on the Back Cover 


Chop Saw Attachment 


The development of a low-cost, por- 
table attachment designed to quickly 
convert electric hand saws into precision 
high production chop saws is announced. 
Constructed of high strength, heavily- 
ribbed alloy castings with specially 
treated super-hard surfaces, the chop 
saw attachment makes accurate cuts of 
non-ferrous metals, plastics, wood, rub- 
ber and other materials a simple matter, 
maker says. The attachment accommo- 
dates electric hand saws, such as the 
Porter-Cable and Skil, quickly and 
simply. Easily carried to job sites, both 
saw and attachment weigh only 36 
pounds. Minimum dollar investment for 
a dealer is $84.38 each for less than 
three; $78.75 each for three or more. 
Commercial Tool & Die Co., Dept. AL, 
2315 Jesse St., Los Angeles 23. 
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Power Earth Drill 


A new Power Earth Drill will drill an 
eight-inch hole, 2%’ deep in less than 
half a minute, says maker. Primarily 
designed for digging post holes, the drill 
is also suited for setting trees and 
shrubs, placing footings, etc. Powered by 
a 2% hp Clinton air-cooled engine with 
an automatic rewind starter, the drill is 
built for heavy-duty and easy starting 
in all kinds of weather. The Power 
Earth Drill less bit weighs only 29 
pounds, making it completely portable. 
With the proper bit attachment, it also 
can be used for drilling raw timber 
and lumber or cutting a hole through 
ice. The drill retails for $160 complete 
with eight-inch earth auger. Ice or 
woodcutting bits are available for $4 
per set. General Equipment Co., Dept. 
AL, Owatonna, Minn. 
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Electronic Glue Dryer 


A new Merit Flash electronic glue dry- 
er does away with special costly jigs or 
clamps and special tooling, maker says. 
Only a few clamps are required on large 
jobs to hold parts to be glued together 
while the operator covers the gluing area 
with his electronic gun. Complete con- 
trol is maintained by means of a patent- 
ed thumb power control selector and 
pushbutton switch on the electronic gun 
handle that turns the power on and off 
instantaneously. Dries glue through wood 
1/16” to 2” thickness in a matter of sec- 
onds. The low-priced, portable unit 
weighs only 35 pounds. Anyone can op- 
erate it. Simply plug unit into any 110V- 
120V electrical outlet. It is especially 
useful in furniture manufacturing and 
repairing, applying wall paneling and in- 
stalling Formica on sinks. Merit Short 
Wave Diathermy Co., Dept. AL, 2758 
Whittier Blvd., Los Angeles, Calif. 
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PRODUCTS 


A PROFITABLE SIDE LINE FOR YOU 


MANY TYPES FOR 

SUBURBAN HOMES 
ESTATES - CLUBS 
Gates To Match 


WHITE CEDAR 
SCREEN TYPE 


Right — POST AND 
RAIL— Hand Split— 
2, 3, 4 or 5 Chestnut j 
Rails. : 


Note how 
ends of rails 
are doweled 

for easy 
assembly. 
7 or 8 ft 
sections 
oe. 





YARDS — Toledo, O 
W. VA. + Bayard, 
Webster Springs, 
Fort Springs. 

VA. - Clinchburg. 


We can serve your truck 


= write ror WOOD PRODUCTS CO. 
TOLEDO 12, OHIO 


CATALOG 


WHITE CEDAR - RESIDENTIAL 


PENTA PRESERVATIVE 


We can treat both posts and rails with 
this nationally known preservative. 




















“WE'RE ON ‘EASY STREET’ NOW THAT WE'RE SUGGESTING 
“SCOTCH' BRAND MASKING TAPE WITH EVERY PAINT SALE!" 








Circle No. 340 on Handy Cover Card 





“SCOTCH” ond the ploid design ore registered trademarks of 3M Co., St. Paul 6, Minn. 


JMiianesora [fining ann )fanuracturinge company 
+++ WHERE RESEARCH IS THE KEY TO TOMORROW NX 
Circle No. 348 on Handy Cover Card 
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IVES 
CAN TUTE 


SASH LOCK. 


@ Stops Rattles 
@ Stops Drafts 


@ Stops Burglars 


No. 4 Cam-Tite Sash Lock . . . Modern styling—easy 
sweeping lines. Cam-Tite has a positive, direct pull, locking 
the sash securely without side thrust. Made in wrought brass 
and steel in standard finishes. 


E SPRING ACTUATED LEVER 

SPECIAL EEATUR Prevents Damage to Upper Sash 
No. 29 Sash Lift . . . Engineered for strength—designed for 
beauty and utility. Accentuating simple lines and freedom 
from sharp corners. The slight incline to the Lift permits a 
sure finger grip. Made in wrought brass and steel in stand- 


ard finishes. No. 29 is an ideal companion to the Ives new 
No. 4 Cam-Tite Sash Lock. 





No. 4 Counter Demonstrator 

- Displaying both the new 
No. 4 Cam-Tite Sash Lock and 
the No. 29 Sash Lift. 








8” high—6” x 344” counter space. 


THE H. B. IVES COMPANY 
NEW HAVEN, CONN. 


Circle No. 350 on Handy Cover Card 


“jewelry” 





door 


TULIP design 
Cylinder Entrance Lockset 


Cylinder Entrance Lockset 
(Also, matching interior sets) 


complete 
quality 


Screen & Combination Apartment Sectional Entrance 
Door Lockset Entrance Set Cylinder Lockset 


NATIONAL HARDWARE 


CORPORATION 


k 16 @ CHICAGO: 205 W. Wacker Drive 


Circle No. 342 on Handy Cover Card 
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new SALES AIDS 


For Details See New Inquiry Card on Back Cover 


Self-Service Paint Department 


A new self-service display rack for 
Armorize Multi-Purpose paint holds 170 
cans in assorted sizes and colors to pro- 
vide a complete paint department in just 
4% square feet of floor space. Made of 
zinc-plated heavy-gauge steel, the rack 
is equipped with a permanent color chart 
showing 12 basic colors with tints of 
each and mixing proportions. Metal 
pockets on either side hold color chart 
handouts. The assortment includes 12 
colors plus white, three types of primers 
and three different aluminum finishes. 
Sizes are half-pints, pints and quarts. 
Carter Paint Co., Dept. AL, Liberty, 
Ind. 

Circle No. 246 on Handy Cover Card 


Bike Locks on Cards 


Three fast-selling models of bicycle 
locks are now offered on display cards. 
Popular combination, rugged laminated 
or low-cost alloy bike locks are available 
mounted six to a_ sturdy, colorful, 
104%” x 15”, punched card. Each display 


is individually boxed and shipped 12 or 
24 to a carton. Slaymaker Lock Co., 
Dept. AL, Lancaster, Penna. 

Circle No. 247 on Handy Cover Card 


G-P Forest Products Display 
Twenty-eight separate products are 
shown in a new point-of-purchase display 
now available from Georgia-Pacific Corp. 
Samples are arranged in overlapping rows 
(like index cards) and swing out to reveal 
complete information on the back of each 
sample. Included are samples of the com- 
plete line of G-P prefinished hardwood 
plywood paneling, redwood siding and 
paneling and several types of hardboard. 
A literature rack is located at the front 
of the display with additional literature 
storage in back. For convenience in figur- 
ing customers’ requirements, there is a 
slide-out desk-board beneath the literature 
section. The display, which is self-lighted, 
measures 76” in height, 72” in width and 
26” in depth. Georgia-Pacific Corp., Dept. 
AL, Equitable Bldg., Portland 4, Ore. 
Circle No. 248 on Handy Cover Cord 





Switch Plates Merchandiser 


A new self-service wire rack counter 
merchandiser to stimulate sales of Yale 
hand-decorated ceramic switch plates is 
available to dealers. The new display 
holds 16 single switch plates and 16 
double switch plates in eight different 
designs, ranging from contemporary to 
traditional. Each of the 32 switch plates 
is individually bubble-packed. The mer- 
chandiser is offered free to dealers who 
purchase its accompanying stock at dealer 
price of $33.60. Suggested total retail 
value of the switch plates is $56. The 
Yale & Towne Mfg. Co., Dept. AL, 
Chrysler Bldg., New York 17. 

Circle No. 249 on Handy Cover Card 


Sells Aluminum Siding 


A new presentation book has been de- 
signed for its aluminum siding division 
by Alsco, Inc. The 16-page book, en- 
titled “Your Invitation to Good Living 
with Alsco Aluminum Siding,” features 
a gold-bordered page for salesman’s cre- 
dentials and the name of the dealership 
the salesman represents. It also contains 
transparent acetate see-through pages, 
which allow the customer to examine 
nine baked enamel colors of Alsco siding 
on one and two-story homes. Siding Div., 
Alsco, Inc., Dept. AL, 225 S. Forge St., 
Akron 8, Ohio. 

Circle No. 250 on Handy Cover Card 











REDUCE delivery costs. 


UNLOAD a LOAD or HALF LOAD at a time 
with an 
R-B ROLL-OFF 
. truck body 


Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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PLYWOOD > HARDBOARD 





Microwood® Constructional Panels 





POPLAR ¢ MAHOGANY « BEECH 


and other species 











KYS HOLLOWCORE DOOR FILLERS 
HOENIG PLYWOOD CORP. 


Dept. L, 280 Madison Ave. 
Tel. MUrray Hill 5-2280 - 2281 - 2274 


New York 16 
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American 


Lumberman 


Classified 
Advertising 











HELP WANTED 











Wonderful opportunity for good salesman to 
sell builders’ hardware and specialties to 
lumber yards in established territo for 
largest distributor on the East Coast. ner- 
ous draw against commission. Yearly earn- 
ings excellent. Reply Box No. F-42 Ameri- 
can Lumberman, Inc. 





Assistants to Lumber Department Managers 
in several progressive medium sized retail 
yards in Central California, forty minutes 
from Siate Capital. Integrity, experience, 
and sales ability will provide excellent op- 
portunity in long established firm of top 
reputation. 
Auburn Lumber Company 
Auburn, California 





HARDWARE MAN WANTED 
Excellent opportunity with established F aad 
gressive Tucson, Arizona lumberyard. Req- 
uisites are experience in contract hardware, 
tracts, estimating, and purchasing. This is a 
key position and applicant should have good 
sales record and rsonality. Compensation 
open. Send complete information. Lumber 
Distributors, Inc., 970 South Cherry Ave. 


Tucson, Arizona, or telephone I. Manspeaker, 
Main 44451. 








Wanted, by well established wholesaler with 
the best of mill connections, a lumber sales- 
man for Michigan territory. Reply giving full 
inforrmation. Address Box G-21 American 
Lumberman, Inc. 





MILLWORK MEN 


Large Chicago Millwork Company offers a 
real future to men familiar with one or more 


of the following Millwork positions. 





ESTIMATOR 
benefits including company paid 


Liberal 
Retirement Plan. Write giving complete de- 
tails of past experience. 

Address Box G-36 American Lumberman, 


Inc. 





IN CALIFORNIA, wanted an experienced 
LU-RE-CO or prefabricated conarattion 
Foreman or Superintendent. Expanding op- 
portunity offered to a good man in this 
new ee gomige g of a good lumber company. 
Located in the best part of California. Write 
full information. 
Auburn Lumber Company 
Auburn, California 





Building material salesman, County Seat 
town Central Iowa, independent yard. Call- 
ing on contractors and farmers, package 
sales. Salary plus commissions. Top earnings 
with fast growing business. State age and 
experience first letter. Advancement for 


5 noe of small yard. Address Box G-23 
can Lumberman, Inc. 


Amer 








If you are capable of successfully managing 
an old established Retail Building Material 
and Construction business against tough com- 
petition I have a real opportunity for you. 


= Box G-31 American Lumberman, 
ne. 
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HELP WANTED 





BUSINESS WANTED 











Wanted experienced young, married second 
man with knowledge of retail lumber and 
hardware. Write United Lumber and Mer- 
cantile Company, Aspen, Colorado. 





YARD MANAGER WANTED 

Are you peasy for a larger management 
position? Would you like forward looking 
top a willing to back your crea- 
tive merchandising ideas? Have you studied 
the modern techniques for profitably man- 
aging a diversified retail lumber business? 
If you can qualify, we have two branch 
yard management ———- that can pay = 
eight to twelve thousand dollars your first 
ear. Liberal profit sharing plan assures 
right future for hard worker. Replies con- 
fidential. Our present employes know of this 
ad. Write Box No. G-45 American Lumber- 
man, Inc. 








SITUATIONS WANTED 











Executive with extensive experience in all 
phases of wholesale millwork, plywood, in- 
sulation, ete. Presently employed but inter- 
ested in a position of responsibility in man- 
agement, purchasing and/or sales. Address 
Box G-37 American Lumberman, Inc. 





Aggressive executive—young man qualified 
by experience to direct all phases of opera- 
tion. direct and comprehensive knowledge 
of retail operations, selling, advertising and 
sales promotion, profitable performance buy- 
ing, building public relations. Record of 
successful performance. Interested in top 
earnings. Address Box G-38 American Lum- 
berman, Inc. 





Sales Representative. Young experienced 
Lumber, Millwork, Plywood, General line, 
building materials. Desire to represent man- 
ufacturer or wholesaler in Washington, D.C. 
area. Address Box G-40 American Lumber- 
man, Inc. 


SALES REPRESENTATIVE 
WANTED 











WANTED—Manufacturer Representa- 
tive—to sell complete line of orna- 
mental iron and aluminum railing and 
columns. A Do-It-Yourself item—a 
volume product with fast turn-over. 
Liberal Commission. State area in 
which you sell when writing for de- 
tails. Elite Fabricators, Bel Air, Mary- 


land. 





Wanted—Manufacturers Representative to 
sell complete line of shakes, shingles and 
shingle panels. State area in which you now 
sell and the type of trade you call on. Write 
with full details to Kraus Shingle Panel 
Corp., 2210 Maple Road, Williamsville 21, 
New York. 





SALESMAN: Leading manufacturer of 
building product has openings in various 
territories for men to call on lumber yards. 
Seeaeae should have sales experience in 
building supply field. Please mention lines 
now handling and territory covered. Address 
Box G-41 American Lumberman, Inc. 





Manufacturer's Representatives covering the 
building fields now can represent one of 
the hottest items in the industry. Morrison 
Roly-Door steel sectional residential and 
commercial farage doors has openings for 
highly qualified representatives. High com- 
mission, exclusive territories. Only top-notch 
man reply. Territories open. Write resume 
of background, territory desired, and lines 
now handling. Address Box G-42 American 
Lumberman, Inc. 





Nationally known door lock manufacturer 
selling to lumber, building material and 
hardware trade has openings for established 
commission sales representatives in choice 
protected territories. Address Box F-47 
American Lumberman, Inc. 





Lumberman desires to purchase active yard 
on management basis with investment and 
purchase povpeass. Address Box G-39 
American Lumberman, Inc. 





Experienced manager, outstanding refer- 
ences, proven record. Will purchase yard 
with low down payment, long term financ- 
ing. College graduate medium and large 
yard management. Preferably estate settle- 
ments or retirement situation. Address Box 
G-43 American Lumberman, Inc. 





| BUSINESS OPPORTUNITY 













BUSINESS FOR SALE 
Complete 6 foot Band Mill operation, Plan- 
er, Dry Kilns, all necessary uipment yard 
and woods. Operated until 2-15. No curiosit 
seekers, please. WALLIN LUMBER COM- 
PANY, COLUMBUS, MISSISSIPPI. 





| MACHINERY FOR SALE 





6”x10” No. 110 Hall & Brown planer and 
matcher with single profile. Good condition— 
$1500.00. 


Castleberry Lumber Co. 
Box C 1—Benbrook, Texas—Ph 8-6592 
Ft. Worth, Texas 





BUSINESS FOR SALE 











For Sale—Retail lumber, building supply, 
concrete block plant, and ready mix con- 
crete business with annual sales over $400,- 
000. Everything located on one site near 
center of Western Penna. town. Plus two 
rail sidings, B&O and P.R.R. Reason for sell- 
ing—owners wish to retire. Address Box 
G-29 American Lumberman, Inc. 









For Sale: Old established Retail Bldg. Mate- 
rial & Construction business in manufactur- 
ing city of 15M surrounded by exceptionally 


prosperous farm area. With building boom 
just ahead this is the opportunity of a life 
time. After nearly 60 years of active man- 
agement owner feels he should retire. Ad- 
dress Box G-35 American Lumberman, Inc. 









FOR SALE 
Yard in eastern Nebraska town, located in 
rich farming community. Comparatively 
small investment will handle. Owner wishes 
to retire. Address Box G-44 American Lum- 
berman, Inc. 





RAILS WANTED 











RAILS. New and Relaying, Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock 


M. K. FRANK 
480 Lexington Ave., New York 17, N. Y 
105 Lake Street, Reno, Nevada 








MISCELLANEOUS FOR SALE 









CARPENTERS APRONS 
Write for prices and information. 


THE MINNESOTA SPECIALTY CO 
Minneapolis, Minn. 

















‘Have You Overlooked This?”’ 


The following manufacturers were carried in the February 16 issue 
of American Lumberman & BPM and are again listed with their 
inquiry numbers for your convenience. Use the Handy Cover Card 
for more information. 


Aluminum Co. of America ... 
ber for more information and technical data’ on aluminum 
siding. 
American Floor Machine Co.—Div. of American-Lincoln Corp. ... 
New booklet available covering the complete tool 
rental market. 
ED IN IS aa hagas onc vcccusepeccvsseene 55 
Offers Harvey Door Hardware bulletin covering sliding 
& folding door hardware. 


Barrett Division—Allied Chemical 
Sheathing samples and full information are available 
from manufacturer. 
Behr-Manning Co., Div. of Norton Co. 
Write for the new idea in “Show Business” that sells 
abrasive belts. 
Bennett-Ireland Inc. 
Ranethaierer, ag 2 
Bennett Mfg. Co., 
Panel Sew pieces oo Sienotuss point to dealer profits. 
Bestwall Gypsum Co, 
oy ig S sceprost Chi sheathing with glass fiber core. 
ck 
Offers free yey Filot assortment with new B&D Saw-Drill. 
Bunyan Lbr. Co., Paul 
Describes high altitude, soft textured growth of lumber 
products. 
Burroughs Corporation 
Learn how to cut your accounting costs down to size. 
Buss Machine Works 
Descriptive bulletin No. 54 covers full line features of planer. 


Caradco, Inc. 
wate Bs for the 11 Bilt-Well merchandising tools for added 
rofi 
Ce ~-* Products Corp. 
Ad describes new free service for your contractor customers. 
Clarke Floor Machine Co. 108 
Offers full details on retail department that brings in 
big profits. 
Concord Woodworking Co. 
Manufacturer will send a complete catalog of over 200 
Lawn & Garden Wood ucts. 
Continental Can Co., Conolite Div. cre haaseueapes ese se eeahs 53 
Write for information on Conolite’s Roll-a-mart and 
product information. 
Continental Steel Corp. 
Manufacturer will air mail aluminum window and 
siding details. 
Cupples ucts Corp. 
Distributor offer and product information available. 


Dennix Products Co. 

Round and gquere tapered 5 oe are pavered in new catalog. 
Dexter Lock Division, Dexter Industries, 

New complete cabinet hardware line Stalled in brochure. 
Dodge Corp., w. 

Booklet covers, “Dodge Reports—How to use Them 

Effectively”. 

Durham Co., Donald 

Ad features the Water Putty that will not shrink. 


Evans Rule Co. 
New Continentai Nail Guide is offered free to dealers. 


Fordyce Lbr. Co. 
Manufacturer describes 70 years of know-how in 
developing product. 
Formica Corporation, Sub. of Cyanamid 
“How to make money with Formica” booklet free for 
the asking. 


General Bronze Corp. 

Latest catalog offers values that are sales clinchers. 
Georgia-Pacific 

Offers complete information on the full line of G-P Plywoods. 

x0odman Lbr. Co. 

Manufacturer offers the best in fine Northern Hardwoods. 
Goshen Mfg. Co., The 

Write for 36 page sas color catalog on outdoor products. 
Graham & Co., . John H 

Put yourself in the nylon cord business. Write for details. 


Habitant Fence, Inc. 
pS Booklet tells nel to have a more profitable fence year. 





Manufacturer ~ = Homasote Handibook on building 
materials 


Illinois Lock Co., Th 
Ad features free, operating display sample or $2 cash. 


See and Use Handy Cover Card 


Inland Steel Products Co. 
Write for details on rain-carrying accessories. 


Kaiser Aluminum , Chemical Sales In 
Offers details on 1959 Shadescreen merchandising program. 
Kellogg and Sons. Inc., Spencer 
Features eco e advantages that are easy to sell. 
Keystone S Wire 
Manufacturer offers free. 
Knape & Vogt ; 
Write for more information on 


test reports on Keycorner Lath. 


eeeeereseeses 


K.V. iine ‘of drawer slides. 


Libbey-Owens-Ford Glass Co. 
Now available. apa hung L-0- vf bd caoicig yo biased 
Lord and Burnham . 


urg- Co. 
Get os sales with this folding and sliding door hardware. 
Marlite Diy. of Masonite Corp 


” 
Mauk offers a full line of lumber products. 
Midland Co., me sepesececs 
Write for “details on garden equipment franchises 
and product 7% 
Minnesota & 
Describes add 
Misceramic Tile chk 
Details on ceramic tile and accessories available by mail. 


National Gypsum Co 
Ads features the full line and the many service benefits 
dealers receive. 
National Lock a! ~ ee Hardware Div. 
Free display board is offered with each cabinet 
hardware Pn 


Parker Hardware Mfg. Corp., S 
Ad covers Builders’ hardware specialties ‘and offers 
catalog. 
Penn-Akron C 
Manufacturer 
Pickering Lbr. Corp. 
Brochure covers the Pickering “quality story. 
POMROTONR TPES: WOOGRWOE osc sc cc ctcnccsveccccdcscecccccccssces 103 
Association offers pin 2 Oe to new F.H.A. standards. 
Protection Products Mfg. Co. 
Ad describes benefits of lumber preserved with Woodlife. 


Reflector Hardware Corp. 

Catalog is available which “details merchandising equipment. 
Ruberoid Co., The 

Offers new information on roofing and siding needs. 


Sargent & Co. 

Write for full — on ‘the 1959 “‘Sales-Tested Profit Plan”. 
Sherman Products, 

Bulletin 1184 offers “tnfoumation on labor saving plan. 
Silcrest Co., The 

Booklet offered covers conducting builder-contractor 

meetings. 

Skil Corporation . 

Merchndise aids and “selling plans ‘are offered on new line. 
Smith & Son, Inc., Seymour 

Fast selling pendant tool line information available. 
Southern Pine Assn. 

Association offers booklet on Southern Pine advantages. 
Southwest Lumber Mills, Ime, ....cccccccccccccccccccccccescves 77 

Colorful booklet offered featuring famous Arizona brands. 


Textron Metals Co. 
Detailed information on advantages ‘of “Sell Them All” 
line offe 
Turnbuckles, Inc. 
New Merchandiser for ‘perforated’ board’ fixtures. 


Union Lumber Co. . 

Manufacturer offers full line of Redwood products. 
United Plastic Products Co. 

Offers details on Fiberglass Panels that sell. 
U. S. Aluminum Siding Corp. 

Write for the full line of siding sales aids. 
Universal Atlas Cement, Div. of U. S. Steel 

“Build Better Masonry” booklet ‘available. 


Ware Laboratories, Inc. 
Ad features awning window which combines quality and 
economy. 
Weyerhaeuser Sales C 
Ad features benetits. ‘of Idaho White Pine. 
Wilhold Products Co. 
Manufacturer describes glue merchandising that sells. 
Wisco, Inc. 
Producer offers “integrated aluminum window and 
screen ck: 
Wrought Washer ‘Mre. Co. 
Ad describes Sedmaned, plated washers that sell. 


inside 


back cover 
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INDEX 


ADVERTISERS’ 





Alsynite Co. of America ........-:0. secre ee reece reer neeeerere 59 


Aluminum Co. of America 
American Telephone & Telegraph Co. 
American Floor Machine Co., 

Div. of American-Lincoln Corp. 
American Steel Wire, 


Amerock Cor 

Appalachian 

Archer-Daniels-Midland Co. 

Armstrong Cork Co. 

Azrock Floor Products Div., 
Uvalde Rock Asphalt Co. 


Barclay Mig. Co., Ine. .........ccrccesccccceeccccscsvscsvnsceces 68 
Black & Decker ute. Co., The 
Bradley-Southern Div.. 
Potlatch Forests, Inc. 
Bruce Co., E. L. 


Cherry River Boom & Lbr. Co. 
Concord Woodworking Co. 


Deniston Co., The 
DeVac, Inc. 


Estwing Mfg. Co. 


Flintkote Co., The 
Ford Div. of Ford Motor 


Habitant Fence, Inc. 
Hamer Lbr. Sales, Inc. 
Hoenig Plywood Corp. 
House & Home 


Ideal Brass Works, Inc. 
Ives Co., The H. B. 


Johns-Manville 


Kaiser Aluminum & Chemical Sales, Inc. .................60005 10-11 


ge PS ree ey eee) re eee fe eee 82-83 


Menominee Indian Mills 
Minnesota Mining & Mfg. C 
Monarch Marking System od The 


National Hardware Co. 
National Manufacturing Co. 
National Sash & Door Co., Inc. 
Nichols Wire & Aluminum Co. 
Nova Sales Co., 

Sub. of Homasote Co. 


Orangeburg Mfg. Co., 
Quaker State Metals Co. 


R-B Co., The 

Regal Window Products Co. 
lea ERI 5 RI EE NR SSS tN Si a 18, 35 
R-O-W Sales Co. 3 


Simpson Logging Co. 
Southwest Lumber Mills, Inc. 
Standard-Toch Chemicals, Inc. 
Sterling Corp., John 
Structural Slate Co. 


Tamms Industries Co. 

Tarter, Webster & Johnson, Inc. 
Tennessee Stove Works 

Trinity White Cement 


Union Fork & Hoe Co., The 


Western Pine Assn. 
Wood-Mosaic Corp. 
Wood Products Co. 
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CLOSE OUT!! 


$12,000 Odds and Ends Sale 
Offered from 


Wholesale Sash and Door House 


In Good Condition—Average age 2 years old. 


Will Sell as Lot for $5,000 


or will accept offers on any part of list. 
Material open for inspection at your convenience. 


9 


-~ 


Bilt-Well Entrance Frame Heads 
Bilt-Well Entrance Frame Sides 
Bilt-Well Basement Units 
Biit-Well Mantels 

Bilt-Well Studio Sash 

Pounds Window Nails 

Door Frame Heads 

Door Jamb Heads 

Ext. Door Bottom Rails 


0 
8 
14 
14 


25 





1 Productal Inventory Control Board 
l 
7000 
5800 
6000 
55 
175 
1 


667 


Checkwriter 

Lineal Muntion Bar 

Lineal Muntion Bar 

Lineal 344” WP Stool 

Spirex Balances 

4’x4’ Pallets 

Cincinnati Time Clock 

Grand Rapids Invisible Balances 

Zeg 
Balances 


Zeger Old Style Weatherstripping and 


er New Style Weatherstripping and 


Balances 





Also $3500.00 Cost in Bilt-Well Superior Double 
Hung Sash and Frame Parts. Sash Both Assem- 
bled and K.D. 


Also $1600.00 Cost in Bilt-Well Close-tite Case- 
ment parts 


For further details contact 


JACK ROSS or DICK GOSS 


ON. 1-0117 Cleveland, Ohio 











MERCHANDISER Circle No. 353 on Handy Cover Card 








Management Workshop-In-Print 


FROM Ad Ror 








99 WAYS TO SELL AT A PROFIT AGAINST CUT-PRICE COMPETITION 








Don't Work in the Dark. Get The Needed Facts 


Rule 24. If you make this competitive sale without cutting 
your price, you will do so because you will have fore- 
stalled normal resistance by understanding and playing up 
to the motivations of the buyer. You must try to find 
what is motivating the individual buyer. Here is a check 
list of most widely prevalent motivations 

Orderliness 

Economy 

Distinctiveness 

Less worry 

Good taste 

Self expression 


Profit or gain 

Avoidance of loss 
Comfort 

Avoidance of discomfort 
Beauty 

Convenience 

Efficiency Hospitality 

Stimulation Happiness 

What we want others to think What we want others to do 
Cleanliness Time saving 

Contentment Excitement 

Fashion Security 

Safety Utility 

Pride Work saving 

Prestige Up-to-date 

Fun Better health 

Satisfaction Peace of mind 


Rule 25. Research the competitive deal minutely. Check 
every single item. Be sure you’re competing on an identical 
specification. Check the quantity specified by competition, 
check the quality specified by competition, check the serv- 
ices specified by competition and check the terms specified 
by competition. Adjust your specifications and refigure, if 
indicated. 

Rule 26. Find out what “shenanigans” if any, are used 
by the competitor to shade the price. Watch out for trick 
bidding. There may be a well hidden reason for the lower 
price. You should do your best to find it and bring it out 
into the open. Ascertain the date of the competing price. 
It may have been quoted before prices went up. Check 
the delivery date. Check the accuracy of the competitors 
material list. Has too much or too little been specified for 
each item? 

Rule 27. Find out if the buyer is bluffing. Check to see if 
the lower price is real or a figment of the buyer’s too fer- 
tile imagination. Many a competitive price has been 
named by buyers that was never quoted by competition. 
Rule 28. When the buyer says “you're price is too high”, 
answer “Too high on what item” or “too high in what 
respect?” Break up the price question and its speci- 
fication details. You may only be high on one or two items 
and for good reason on those. Many a sale has been saved 
with this technique. 


Rule 29. You must determine for yourself conclusively 
answers to the following questions: 

is the buyer really hunting a lower price? 

is he testing out your firmness in the price matter? 

is he afraid you haven’t or won’t quote him your lowest 
price? 
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is he ignorant of variable qualities in all types of build- 
ing materials and wants more information? 

is he afraid of his own judgement in buying? 

When you’ve determined the answers to these questions, 
you are a long way toward finding the key to make the 
sale at a profitable price. 

Rule 30. The more time you spend on customers’ needs 
and problems and your answer to them, the less time you 
will have to use in competitve sales talk. A deep interest in 
solving a buyer’s problems often makes it unnecessary to 
discuss the competitive proposition at all. 

Rule 31. The quicker you can establish a counselling re- 
lationship with your prospect instead of a selling one, the 
sooner price differences will lose their importance. 

Rule 32. Find out where you can lend a helping hand to 
the prospect. There is always some need you can fill, some 
problem you can solve. Find it. Help with measurements, 
drawings, plans and specifications, building sites, contract 
forms, financial requirements, building codes, etc. 

Sell help instead of price. Tactfully demonstrate the buy- 
er’s need for help and convince him that you are com- 
petent to provide it, and that you will provide it. Then 
price differences have a way of melting. 

Rule 33. In counselling, never get argumentative. Never 
try to prove your customer wrong. Dissolve objections in- 
stead of clubbing them to death. 

Rule 34. Get him to handle the products. Let him see and 
feel their quality. Set him down in the middle of his en- 
joyment of the benefits in your proposal. 

Rule 35. Get the home maker on your side. She'll get 
what she wants. Price is secondary to her. Compliment the 
buyer by assuming she wants the best, and suggest that she 
knew where she could get the best when she came to you. 
Intimate that the husband, wife, boss, relative or friends 
of the buyer will heartily approve the purchase that you 
recommend. 

Rule 36. Give the buyer the feeling that he is getting 
personal service, that you are really personally inter- 
ested in helping him get just what he wants and needs. Do 
something accommodating. Try to save the buyer’s time, 
which is the same thing as money. Be a better-informed 
and friendlier salesman than any competitor has. 

Rule 37. Try to find among your past sales an identical 
case to the one you are working on and then take the pros- 
pect out to the previously sold job. The satisfied customer 
will practically make the sale for you. 


Rule 38. Invite the prospect to a how-to-do-it clinic, if 
you are running one on his type of a job. Use manufac- 
turers’ helps, samples, exhibits, literature, films, etc. 


Rule 39. Such things as the right color scheme, a clever 
kitchen plan, cedar closet linings, etc., will cause a woman 
to quietly forget the price differential. Establish yourself 
as a thoughtful competent advisor on matters of special 
interest to the housewife. (CONTINUED IN OUR NEXT 
ISSUE). 
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High strength at low cost! 


New (ss) American Scout Barbed Wire 


A REAL BUY. New USS American Scout Barbed Wire 
will serve well and it will serve long. It is made of special 
high-strength steel that is designed to adequately con- 
tain and protect livestock. Heavy galvanizing on new 
American Scout Barbed Wire gives long service. In fact, 
it has nearly twice as much protective zinc coating per 
square foot of surface as ordinary galvanized barbed 
wire. Yet, this new, durable, 4-point barb costs less than 
121% gauge. It is a fencing material you will want to 
recommend to your customers—not just for its low cost, 
but for its durability as well. 

American Scout is easy to handle, too. Both of the 
extra-strong strands are twisted around one another in 
the same direction. They don’t unravel when stretched 
... and the barbs stay evenly spaced. 

Get complete information about this new product of 
American Steel & Wire. Farmers will be reading about 


American Steel & Wire 
Division of 


its advantages in farm magazine advertising. Write to- 
day for complete information . . . or get in touch with 
your American Distributor. Write American Steel & 
Wire Division, 614 Superior Ave., N.W., Cleveland 13, O. 


a 


American Scout 4-Point (80- or 160-rod spools) 


Barbs are spaced on 5” centers . . . are made of high-strength, 
round wire, wrapped around both wires, interlocked, with 
one barb projecting through strand. Approximate weight 
per 80-rod spool is 41 lbs. . . . per 160-rod spool, 81 Ibs. 


Remember, American Steel & Wire manufactures a complete 
line of farm fence products—quality products that minimize 
long-term fencing costs. USS and American are registered trademarks 


United States Steel 


Columbia-Geneva Steel Division, San Francisco, Pacific Coast Distributors * Tennessee Coal & tron Division, Fairfield, Ala., Southern Distributors 
United States Steel Export Company, Distributors Abroad 
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Ualional of Stealing ? 
You can DISPLAY 88 ITEMS IN 8 SQ. FT. 


... WITH NATIONAL’S 





NEW VISUAL PAC LINE 
AND HARDWARE 
MERCHANDISER 


Dealers agree that to see is 
to sell in today’s well- 
stocked hardware depart- 
ment. Your customers want 
to see before they buy! With 
National’s new Visual Pac 
Line and No. 100 Merchan- 
diser you get maximum dis- 
play value in a minimum 
floor space. Frees more 
space for your contractor 
business. That’s why so 
many dealers are joining 
the swing to the National 
of Sterling Visual Pac Line. 
It’s decimal packaged, too, 
for easier inventory control. 


WRITE FOR FREE CATALOG TODAY 


NATIONAL MANUFACTURING CO. 
11903 First Ave., _—_ Sterling, Illinois 
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